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Rough Proofs 


When you say record promotion, 
you may mean advertising of rec- 
ord proportions, or, more likely 
these days, a record volume of 
promotion for phonograph records. 


oe 


Reader’s Digest now has a total 
sale of over 10,000,000 copies a 
month, which adds up to a gross 
of about $30,000,000 a year. 

Put one quarter on top of an- 
other, and pretty soon it runs into 
money. 

ee ee 


“General Foods Jilts Kate 
Smith After Ten Years,” says the 
news item. 

Sounds like another good argu- 
ment against long engagements. 


vyvy 


Brunswick - Balke - Collender 
must be pleased to see so many 
media featuring bowlers in their 
promotion, and particularly to 
note that every one of them makes 
a strike. 


=_ 


“Forecasts Demand for Lower 
Priced Quality Goods,” headlines 
ADVERTISING AGE. 

It’s never been hard to sell that 
kind of deal. 


By STANLEY E. COHEN 


WASHINGTON—The Senate small 
business committee’s staff study 
of “the survival of a free, com- 
petitive press’ led this week to 
a report outlining “an action pro- 
gram” along six general lines to 
check newspaper fatalities. 

Newsprint was first on the list, 
with recommendations ranging 
from the development of an 
Alaskan newsprint industry, to an 
investigation of the steps that 
publishers have taken to divert 
paper from the open market. 

Other important recommenda- 
tions dealt with postal rate re- 
vision; anti-trust investigation of 
syndicate services; development of 
more efficient printing methods, 
including facsimile; and an annual 
FTC report to inform Congress on 
“competition, concentration and 
ownership in the newspaper-radio 
business.” 


Presupposes Government Interest 


Senate Committee Blasts 


at Press ‘Monopolies 


Wants ‘Free’ Newsprint, FTC Reports 
on Concentration, Changed Postal Rates 


it’s SAFE to FLY... 


(2 FRAME MESSAGE ABOUT SAFETY 


OF CONTINENTAL Aim WINES 


ANAN Won't Reply 
foRay McKinney 
and Senate Charges |! === 


— Fh Z CONTINENTAL 


“=~ AIR UNES 


New YorkK—The American, 
Newspaper Advertising Network | 
met with relative silence and) 
equanimity last week charges in| 
a business paper advertisement | 
signed by R. H. McKinney of J. P. | 
McKinney & Son, newspaper rep- | 
resentative, and a report on “Sur- | 
vival of a Free Competitive Press” | 
by Sen. James E. Murray (D., | 
Mont.), retiring chairman of the) 


Senate small business committee. | } oan widening for some months | 


SAFETY TALK—With this copy, Con- 

tinental Air Lines, which boasts a 12- 

year record of no passenger injuries, 

began a new series which will stress 

the safety of flying. Galen E. Broyles 
Co., Denver, is the agency. 


NBC, CBS Decide 
to Abandon NAB 


New YorK—A rift which has 


Thousands at Coin 
Machine Show See 
Many New Venders 


Nickel vs. Dime, 
Public Relations 
Are Chief Problems 


Cuicaco—At the Coin Machine 
Industries show here last week 
there were new automatic pop- 
corn venders, cigaret venders, 
candy venders, soft drink venders, 
coin operated radios, nut and gum 
venders, a ticket vender, a bottled 
milk vender, a hot coffee vender 
land other vending machines. 

Also evident was the most amaz- 
| ing variety of automatic amuse- 
'ment devices ever shown or im- 
_agined at one time anywhere. More 
than 10,000 business men, plus a 
few models, actors and video 
showmen were here. It was the 
| first CMI show since before the 
| war. 

Although few of the 100-odd 


Mr. McKinney seemed to dis- |} tween the National Association |¢xhibitors of new coin machines 


like particularly the network’s | 
designation of “basic” and ap | 
plementary” newspapers, and the 


of Broadcasters and two of its 
three network members, the Co- 


|\lumbia Broadcasting System and 


|advertise outside trade publica- 
‘tions, their devices offer new chal- 


| lenges and new hopes to other ad- 


| 


Signed by Sen. James E. Mur- | fact that “hundreds of other news-| +h. National Broadcasting Com- _vertisers and marketers. Last year | 
a ray (D., Mont.) who steps down|papers do not qualify for either pany, has resulted in decisions by these penny, nickel and dime ma- 
stin — P tila after six years as chairman of the category.” He emphasized the need |i. two nets to withdraw from chines took possibly $1 billion in 
g. nh view of current video de- | committee, the report presupposes | of business for “flexibility, adapta-| 11. association. loose change, equal to 1% of U. S. 
velopments, CBS might be inter-/that Congress should use its tax|bility, concentration and freedom | Although neither network would | retail sales. It seems likely that 
Daper ested in staging a revival of that | jaws, labor laws, anti-trust laws,|of choice available only | omoiall , ._|their share of retail sales will 
t best ll “The R . officially confirm the action, re-| 
ee Ee Saree, e Rising | patent laws, communications laws, | through the instrument of the|}:,416 sources said the decisions | increase. 
eee tariffs, postal regulations and fi- | daily newspaper.” ‘were definitely made. It was re-| A Nickel or a Dime? 
vr, ynancing statutes “to effectively Sees ‘Serious Threat’ ported that Justin Miller, NAB : : 
most .__ | Strengthen freedom of the press.” | president, would announce ~og ne Oe Se ee aes 
For some reason a lot of media; Several times, Sen. Murray | Sen. Murray found that the net-  eritediamerede quarter of a billion dollars of 
are going back to the dictionary|warns that publishers may find | work’s discount plan “bears | CBS and NEC officials are sai | mechanical and electronic devices | 
to get exact definitions of terms| their businesses regulated on qa|Wwatching. Such networks . . . ' | (at wholesale) a year, the coin 
commonly used in advertising. A|¢common-carrier basis if they con- | might in time represent a serious |t© feel that NAB has too often | machine manufacturers’ chief 
word even to the wise is not al-|tinue “short sighted opposition to | threat to the national advertising |t@ ken individual broadcasters /problems are those of prices and 
ways sufficient. efforts to save competition and | revenues to newspapers of all | Sides on issues involving differ-| public relations. 
freedom of entry in the publishing | Sizes.” He mentioned that “no | ences between the networks and) The industry is split about half 
i a | business.” ‘competing papers are included in |!ocal stations. /and half as to whether to stand 
“We sit down to dinner with} A series of 10 charts in the re-|these networks.” | The withdrawals will leave Mu-|by the nickel. Nearly all the 
, you our folks every noon,” reports port demonstrates that less than; I reply, Harold A. Stretch,|tual the lone network member of | buyers of vending machines oper- 
, Burridge D. Butler, thus remind-| one out of every 10 cities in the | Philadelphia Inquirer, ANAN | NAB. The American Broadcasting | ate dozens or scores of machines 
ation ing city slickers that this is a| United States now has a second | President, told AA that this net-| Company has never joined. CBS |and make their money from sale 


CE 


meal which does not always fol- 
‘ow the cocktail hour. 
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The Pennsylvania supreme court 
fas decided that there is no rea- 
son why the state should interfere 
with the distribution of a legiti- 
Mate product like oleomargarine, 
So now the competition goes back 
~” the grocery instead of the leg- 
lsiature. 

v vy 


Cosmo suggests that some maga- 


“ne fiction is turned out by an 
nleresting gadget called a plot 
ler, featuring such familiar 
“Nemes as “He wants ta, an’ she 
That may be cosmic if not cos- 
nopolitan. 

v . v 


| competing 


| newspaper. In _ the 


smaller communities, only one out 
of four towns has competing pub- 
lications. 


Questions Necessity 


The report questions “the eco- 

nomic inevitability” of one-news- 
paper towns, though it acknowl- 
‘edges that “competition from 
inewer advertising media has 
| threatened the prosperity of large 
|and small papers alike.” 
“Some of the arguments about 
‘economic inevitability of 
|mewspaper monopolies sound sus- 
|picious when they come from 
| those with established interests to 
(Continued on Page 58) 


| 
| 
| 
| 
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‘Coupon Clippers- 


local | 


|work was created originally to 


(Continued on Page 62) 
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_ Last Minute News Flashes 
Maher, Futterman Form New Chicago Agency 


and NBC joined about seven years 
| ago. 


| CHrcaco— George Maher and William Futterman have formed | 


| Maher & Futterman Advertising Agency, with offices at 11 E. Walton. 
| Mr. Maher was previously associated with NBC, Schwimmer & Scott, 
| Inc., and L. S. Toogood Recording Company while Mr. Futterman 
recently retired from Ward & Futterman, agency he helped form last 


year. 


Venetian Blind Group Considers Ad Drive 

CINCINNATI—Members of the Venetian Blind Association attend- 
| ing the national convention here Feb. 5-7 were considering approval 
of a $250,000 advertising program, to be handled by Butler-Adver- 
| tising, New York. The proposal calls for paid space in women’s maga- 
| zines and continuation of a publicity campaign. 


-LBI Plans Special Ad in Dailies 


lof cigarets, candy, etc. Inflation 
has cut down their profit on the 
merchandise they are primarily 
| interested in selling. Many believe 
/machines’ should _ seil_ 10-cent 
| items. 

| Against this is the realization 
|that if machines are designed for 
| dime-a-unit sales, any general 
|price reduction would make the 
| machines obsolete. 

| The public relations problem is 


It Keeps Coming 
Back Like a Song 


New YorK—Last Monday, Len- 
nen & Mitchell’s copy conference 
on the Jacob Ruppert Brewer ac- 
count was rapped with an idea. 


New YorK—Licensed Beverage Industries will place a 200-line|Opening the door, they sped to 
ording to the story in The| There's a hint from al insertion on the speech of its president, Thomas F. McCarthy, on the the client, got his okay, and 


‘day Evening Post, Mr. Kip- 
* has discovered that there 
market for pessimism if it is 


_ harrassed adgal on 


CBS “You and Alcohol” show Feb. 11 in newspapers in cities where 


CBS stations carry the program, either live or transcribed. Mr. Mc- 


Page 52. Other features: Carthy will speak in rebuttal to views expressed by a national tem- 
} 


yanked last week’s scheduled copy 
from metropolitan dailies. 
By Friday, proofs were drawn, 


buted in the right places. | perance movement official on the program Jan. 21. Walter M. Swert-| permission from Duchess Music 
2 ee ‘s 12 fager Company is LBI’s agency as ve been secured, and 
usiness Paper Figur sertio 5 yere > 

ty: Sentient dean wtnan Mae Wane tabs 49 Burton Browne Gets C&S Airlines Account i i nite ths senor 

orts writers toiling at copy | Editorials 12 Cuicaco—Chicago and Southern Airlines has appointed Burton panying copy showed a waiter’s 

begin to wonder why they Feature Page . 55 Browne Advertising*to handle a new advertising and public relations | arm, a tray with a bottle and glass 

gave up those baseball train- es ani re 30| program, including newspaper copy in 19 route cities, four-color of Ruppert beer, and another hand 
aunts to Florida and Cali- “s Washington. Advertisers : newspaper roto, outdoor advertising in major markets, and a special frozen in the act of knocking. 

4 Photographic Review 6! campaign in Cuba promoting a new Caribbean service. The headline: “Now, Will You 


Copy Cus. 


Rough Proofs 1 


(Additional News Flashes on Page 63) 


Open the Door, Richard?” 
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equally pressing. A large part of 
the public thinks music, vending 
and amusement machines are not 
quite legitimate. In some cases, 
they aren’t, and for most people 
they smack more of an afternoon 
at Coney Island than of an eve- 
ning at the opera. 


Budget Over $100,000 
To improve its social and eco- 
nomic standing, Coin Machine In- 


dustries has set up a public re- 
lations bureau headed by James 


Mangan, of Mangan & Eckland, | 
public relations and industrial de- | 


sign firm here. More than 60 
large manufacturers and 700 op- 


erator associates are contributing | 


more than $100,000 a year to the 
bureau’s activities, which 


MPSON-REILLY, oon 
Publishers Representatives 
1928 


LOS ANGELES 
GARFIELD BLDG. 


SINCE 


»SAN FRANCISCO 
RUSS BLDG. 


cover a wide range of publicity 
and public relations functions. 


Some evidence of this develop- 
ment was apparent last week. 


|First to meet the eye of the 


visitor to the show at the Sher- 
man Hotel was a novel, factual 
slide film about the industry, fea- 
turing a specially written song 
about coin machines. The latter, 
created and played by Spike Jones 
and his City Slickers, is entitled 
“All Hail Coinagie Tech.” 


‘How to Live’ Discussed 


The first convention session was 
devoted solely to a forum discus- 
sion of “How to Live.” Just that. 
The purpose was to make coin 


wil] |™Machine operators better men by 
_making 


|value of formal education, about 


them think about the 
happiness vs. worry, about their 


own underlying desires and am- 


| bitions. 


It was the strangest session at 


also called a model which any 
other trade group could well fol- 
low. 

“These mechanophobes have got 
it all wrong,” one operator told 
AA. “Anybody who saw these new 
machines here would see that ma- 
chines aren’t going to make robots 
of people; they’re going to make 
humanity human again. Whoever 
saw such a human convention of 
business men? And still the pub- 
lic thinks we're on a 
fringe.” 


New Pepsi Vender 


Advertising Age, February 10, 1947 


much higher percentage of Coca- 
Cola business than machine sales 
constitute of Pepsi sales. 

Also shown for the first time 


'was a hot coffee vender manufac- 


| coffee, 


| 
| 
| 
| 
| 


tured by Bert Mills Corporation 
here. The machine has a 500-cup 
capacity, provides either black 
coffee with sugar, with 
cream, or cream and sugar, and 
is built for nickel-a-cup sales. 
Sugar and cream are “brewed” 


moral |into the instant coffee served. 


Pays for Itself in Year 
Operators were told that 100 of 


Among the more significant ma-|the $540 machines should return 
chines exhibited at the show was /a profit to the operator of $54,875 
a new soft drink dispenser built|a year. This is based on operating 


‘by Bally Mfg. Company, largest|costs of a cent and a half for the 


| 
| 


|a meeting of business men your | 
|AA reporter ever attended, and | 


coin machine maker. 


It was de-|coffee in each cup, three-fourths 


signed for Pepsi-Cola Company |of a cent for each paper cup and 


and represents three years’ study | location 


rental costs averaging 


toward development of a foolproof ‘close to half a cent a cup. 


dispenser for Pepsi, long at a dis- | 
in this|was the new MinitPop popcorn 
company’s |vender made by Viking Tool & 


advantage to Coca-Cola 
respect. The latter 


sales through coin machines are | Machine Corporation, 
'for those in the trade and outside |said to total about $100,000,000 a|N. J. It automatically pops corn 


Also attracting much attention 


Belleville, 


it who attended, the session was! year and have long constituted a|for each dime inserted and de- 


Marek, 1, 


portant date for you, for us and for the automotive trade 
abroad. 


Marek 17, 


¢@ #¢@ only a month away, is an im- 


@ 4 ¢ is the day we close forms on 


the 1947 Buyers Guides for Overseas Automotive Distrib- 
utors, published in separate English and Spanish editions by 
THE AMERICAN AUTOMOBILE (Overseas Edition) and 
EL AUTOMOVIL AMERICANO. The 1947 issues of the 
Guides will be the 14th Annual Editions. 


Time now to make 


reservations and to start planning for your condensed cata- 
logs to appear in these 1947 Guides. Folders that will pro- 
vide you with full details about the Guides are available. 
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eo te published 
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BUSINESS PUBLISHERS 


New Yo rk 


[Affiliated with McGraw 


Philadelphia, Boston, Cleveland, Chi 


INTERNATIONAL CORP. 
Hill Publishing Co., Inc.,] 


icago, 


ancisco, Los Anaeles, Atlanta, Washinaton 


Buenos Aires, Mexico 


Muah 0 4¢ is also the publishing date 


for our World Motor Census and Map. Copies will be sent 
to you on request. 


St. Louis, Detroit, 


a 

CREDIT FROM C&O—Attorney Gen. 

eral Tom C. Clark (left) received from 

R. J. Bowman, president of the Chesa. 

peake & Ohio Railway, in New York 

recently, the first C&O credit card fo, 
railroad travel. 


livers a large sackful of buttered 
popcorn. 

Other machines included cup ice 
cream venders by Revco, Inc. 
Deerfield, Mich.; a ticket vender 
made by Trans-Meter Corporation, 
New York; a new “Totalizer” coin 
changing device, by A. B. T. Mfg. 
Corporation, Chicago, which has 
attracted attention of frozen food 
stores and other grocery chains 
because it operates at any figure 
from five cents to $1.10, breaking 
at five-cent points; and a bottled 
milk vender made by O. D. Jen- 
nings & Co. here. 


New Coin Radios Out 


Also shown were new coin-op- 
erated radios, by RCA Victor 
Tradio, Inc.; Coradio, Inc., and 
several other firms, most featuring 
tone control, theft-proof, and other 
features missing from forme: 
radios available to hotels. 

Automatic Book Vending Ma- 
chine Corporation, New York, ex- 
hibited the new  Book-O-Mat 
for selling 25-cent books. The 
company is franchised to handle 
such books for Pocket Books, Inc., 
which subsidized development of 
the vender, and almost all other 
book publishers in the low-price 
field. 

Coin-Arts Industries, Milwau- 
kee, exhibited the first hand-made 
model of its previously publicized 
Shine-A-Minit shoe shining ma- 
chine. It will have a revolving 
eye-level advertising sign for use 
by national advertisers. 

The amusement and music ma- 
chines—which account for more 
than two-thirds of the coin ma- 
chine business—included hundreds 
of redesigned and new products. 
Among those attracting largest 
crowds were AMI juke _ boxes 
which play both sides of 20 rec- 
ords in the machines; a Telequiz 
question-and-answer game made 
by Training Devices, Inc., Lincol) 
Park, Mich.; a Magimatic 
operated typewriting machine 
which automatically types a “fo 
tune,” and many variations 0! 
pinball games. 


colm- 
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Paper is scarce and valuable 
... avoid hoarding and waste 
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‘ney Gen. 

sived from 

the Chese- 

New York 

it card for 

buttered 

d cup ice 

co, Inc. 

t vender 

rporation, 

izer”’ coin 

. T. Mfg n the plumbing, 
hich has + ene . 
ee foo MEGtING, air conditioning and home appli- 
teat ppnce field 35% of the dealers and con- 
gore: ractors do 90% of the business. The 
a 6) , 

. D. Jen- ip to-date facilities, the streamlined 
, erchandising methods and the modern 
ut a . . 
coin-op. pales techniques of this 35% are typified 
: Victor: by the photographs reproduced on this 
nc., and 

featuring #P99e- 

and other 

. forme! m 

. ell- planned, well-arranged display 
ling Ma- . . 
York, ex. wooms such as this are carefully, deliber- 
gga ptely designed to move merchandise. 
ages Assisting the Domestic Engineering Dealer 
ooks, Inc., - 2 

pment of fin the laying out of his sales room for 
all other . . 

low-price preatest results is just one of the many 
Miwa. tel services performed by DOMESTIC 
and-made NGINEERING, 

publicized 

ining ma- “ - 

revolving Wherever this place of business may be 
mn for use » hi 

ocated, whether it be Texas, Maine or 

‘lor more (Olifornia, you'll find that the Domestic 
coin ma- 

| hundreds 

products. 
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Engineering Dealer is the man to whom 
his local community looks as a specialist 
in plumbing, heating, air conditioning 
and home appliances .. . he is the man 
who performs vital services and moves 
merchandise on a broad scale. DOMESTIC 
ENGINEERING is the magazine to which 
this man looks for technical, merchandis- 
ing and management information neces- 
sary to the successful conduct of his 
business. 


Month after month the Domestic Engi- 
neering Dealer receives through DOMES- 


omesllc 


TIC ENGINEERING the kind of assistance 
he requires in his widely varied business 
activities. This assistance he derives not 
only from the editorial columns of this, 
his industry's leading business publica- 
tion, but from its advertising pages as 
well. 


If your products, or the products of your 
clients, have an application to the Domes- 
tic Engineering Market, your advertising 
story becomes most effective when it 
appears regularly in the pages of 
DOMESTIC ENGINEERING. 


sam 466 «TIMES A WINNER 
mM = OF TOP AWARDS FOR EDITORIAL ACHIEVEMENT 
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Advertising Age, February 10, 


Stirling Joins BBDO 'To Pacific Coast Agency |Sirqws in Wind: 
Ned Stirling, previously with Pacific Coast Advertising Com-| D . R d ti 
rice neauctions 


the Times-Mirror Printing & Bind- | pany, San Francisco, has been ap- 
ing House of Los Angeles, 
been appointed production man-§ of the glass fiber products, a newly 


1947 


4 
Agency placing the account is the 


Close to Sign Ott Jim Duffy Company, Chicago. 
Mr. Close has been heard over 
on MBS Tomorrow 62 MBS stations Tuesdays at 10-| 
New York—Upton Close, Mu- 10:30 p.m., EST. 


tual commentator whose views | 
have long enraged liberal groups, | 
will do his last broadcast on the | 
network Feb. 11. 

The National Economic Council, 
his sponsor, has not renewed his 
contract and Mutual announced it 
would not continue his commen- 
taries on a_ sustaining basis. 


ager of the Los Angeles office of formed division of White & Hol- 
Batten, Barton?Durstine & Osborn. | combe. 


ott Eaten seamen aay ies tale | Film Counselors Moves _| Halll Joins Scripto 


vertising of Reypo Corporation, Film Counselors, consultant to| Ben M. Hall, recently released 
maker of Reypo Universal Ball, manufacturers, advertising agen-| from the Army, has joined Scripto, 
Base Positioner, Swivel Base and cies and public relations firms, has Inc., Atlanta, manufacturer of me- 
Precision Vise. National consumer moved its offices to 2 W. 45th St., | chanical writing instruments, to 
publications will be used. New York 19. ‘handle public relations. 


Reypo to Kemmerrer 
Kemmerrer, Inc., Hollywood, 


A 
V 


WIAL TO 
RAILWAY SALES! 


and for additions and betterments to 
roadway and structures. And during 
the next five year period, these rail- 
way purchases should eclipse all pre- 
vious records! 


The annual shopping list of the Ameri- 
can railroads includes some 70,000 
distinct items ranging from soap to 
steam locomotives, toothpicks to tele- 
phone poles, and from box cars to 
bituminous coal. In the five years 
. 1941-1945, total railway purchases of 
materials, supplies and fuel averaged 
$1,399,660,000 annually! Hundreds 
of millions of dollars in addition were 
spent for new locomotives and cars, 


1 dall ] 


A list showing v 
of railway purchases, by product 
classifications, will be sent upon re- 
quest by writing to the New York 
office of Railway Age. 


meat LO” 
o» 4 
Ot ae ,a® << 


cial, traffic and accounting officers, purchasing officers and de- 


Top Executive Acceptance 
of Your Product Grows from 
Adequate Product Information 


partment heads, not only on every important railroad in 
North America, but on many foreign railways as well. The 
Railway Age covers the major problems and activities of rail- 
roading from the viewpoint of efficient and economical rail- 
road management and operation, and reports the weekly news 
HE top railway executives, managerial and purchasing — of the industry. Thus, your advertisements, pointing to the 
officers are the men who formulate the railways’ policies, profitable results your products achieve for the railroads, 
assume the responsibility for efficient and safe railway opera- are of vital interest to the Railway Age executive readers, no 
tion and place the purchase orders. They approve buying matter which of the three Simmons-Boardman technical group 


authorizations and appropriations, and in many instances magazines you use in addition. 


Railway Age 


Founded in 1856 
30 Church Street, New York 7, N. Y. 


105 W. Adams St., Chicago 3 

National Press Bldg., 

Washington 4, D. C. San Francisco 4, Cal. 

6th St., Los Angeles 14, Cal. 1038 Henry Bldg., Seattle 1, Wash. 
2909 Maple Ave., Dallas 4, Texas 


initiate buying programs. Their job is to effect savings and 


improvements that will result in increased profits for the 
road. Hence, they are vitally interested in efficiencies, econ- 


omies, and revenue-producing possibilities—factors that influ- 
ence the quarterly balance sheet. 


Terminal Tower, Cleveland 13 
_ ‘ ‘ ° ° Be . . 300 Montgomery St. 
The Railway Age is their specialized executive publication, 

‘ ; ° , ° . . 530 W. 
reaching the key railway executives, operating officers, finan- 


® SIMMONS-BOARDMAN ctor W 


has | pointed to handle the a 3 cee 


Begin to Appear 


New YorkK—Signs of “incentive” 
price cuts—designed either to at- 
| tract new buyers or gain favorable 
‘public reaction or both — multj- 
|plied last week, although outside 
the food field price reductions sti); 
continued to be something of 4 
rarity. 

Most substantial cut was ap. 
nounced by Noma Electric Cor. 
poration appliance division, with 
$51 cuts on the prices of large. 
model Estate and Frigid-Freeze 
home freezers. The 12-cubic-foot 
model was dropped from $450 ty 
$399, and the 20-cubic-foot mode! 
from $650 to $599, in a move 
which put the company “one dol- 
lar up on Ford.” The company 
believes that this substantial cut 
will result in upgrading a con- 
siderable part of the market t 
larger home freezer sizes. 


Joyce Cuts Shoe Prices 


At the same time, Joyce, Inc. 
an important factor in the wom- 
en’s shoe field, announced price 
reductions of up to $1 a pair at 
retail on its trademarked products, 
with the wholesale price cuts aver- 
aging about 55 cents a pair. 

William H. Joyce, president, 
said: “If there ever was a time 
when management had a chance 
to turn the cost of living curve 
down, it is now. 

“It is as important for Joyce 
Inc., to make this contribution, 
small though it is, as it is impor- 
tant for an individual to vote 
Business cannot sit by and let the 
other guy do it.” 

Another straw in the wind was 
supplied by Huffman Mfg. Com- 
pany, Dayton, which announced 
price cuts of 50 cents and $1 on 
six models of bicycles. 


First in Industry 


H. M. Huffman Jr., president, 
'described the cut as the first in 
|the bicycle industry and said: “A 
stop must be put to the spiraling 
‘increase of prices if the bicycle 
industry, and industry in general 
are to avoid pricing themselves 
out of reach of consumer pocket- 
books.” 

In the meantime, softness con- 
tinued to show in consumer sof 
goods and convenience items. In 
'Chicago, for example, soap which 
had been selling at two bars for 3 
‘quarter was featured by chains 
‘last week at 10 cents a bar, while 
}in New York sheer silk stockings 
were reported selling as low as 94 
cents a pair, well below produc- 
tion costs, while even nylons 
_dropped in price, with one store 
‘selling sheer nylons at $1.36 | 
pair, in contrast to the previous 
iprice of $1.45. 


FROM THE OUTSID 


@ Although Bayonne is within th 
shadow of Metropolitan New Yor 
you can’t sell it through the big 
city’s newspapers. The Bayon? 
Times has 66% more circulati 
among Bayonne families than al 
New York and Hudson Count 


evening newspapers combined 


‘THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representativ®s 


CHICAGY 


NEW YORK 
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: pase @ America’s political bosses are getting the bird — in the current AMERICAN MAGAZINE, Representative 


he bicycle they’re being hooted out of office, booted off the gravy Reeves tells you why veterans are out to smash the 
romain: train, by the same young men who made things hot machines, and how they go about it. Political bosses 


ler pocket- for Hitler and Hirohito. In tiny towns and sprawling will not enjoy this article. But everyone else will—so get 
ftness con- cities these ex-G.I. Joes are putting the machine politi- your copy of the March AMERICAN MAGAZINE today. 
sumer soft cians out of business. One of these vets, Albert L. 


cceguale Reeves, Jr., defeated a Pendergast machine candidate VETERANS SMASH THE MACHINES 


soap which 
. bars for a last fall in Missouri’s 5th Congressional District. And By U. S. Representative Albert L. Reeves, Jr. 
by chains 
bar, while 
k stockings 
s low as 94 
Ww eee BUTTON, BUTTON, WHO’S GOT THE BUTTON? 
1 nylons — 

1 one store 
at $1.36 4 


More than ten million American men and women have 
earned the right to wear the honorable discharge button. 

So ’most every family in America has a personal inter- 
est in veterans’ activities—particularly when veterans 
undertake such a dramatic and important public service 
as overthrowing corrupt political machines! 

Veterans Smash the Machines is the sort of article THE 
AMERICAN MAGAZINE’S two and a half million families 
look for and find. For these 2,500,000 families—men 
and women—are alert to the times. Alert to problems, 
alert to products. 

Dollar for dollar, page for page, no other magazine 
can match the multimillion circulation delivered by THE 


e previous 


BE SOLD 
OuTsID 


within the 


n New York AMERICAN MAGAZINE. 
ugh the big 
he Bayonne 


iret | IC, d | 
Ison County 
ombined PORTANT THINGS 


To SAY IM 
- WHERE IMPORTANT PEOPLE TURN a pea 


_— 


yresentatives 


CHICAGY 


HE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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6 
Join CBS Network Sales | 


W. Eldon Hazard, recently an 
account executive in CBS Radio| 
Sales, the spot radio division of | 
the Columbia network, and David | 
V. Sutton, former general sales 
manager of KMOX, St. Louis, who 
recently has been eastern repre- 
sentative of WBBM, Chicago, have | 
been appointed account repre- | 
sentatives in the CBS network 
sales department. 


Silex to McCann 


Silex Company, Hartford, 
maker of domestic and commercial 
coffee makers and an electric | 
steam iron, has appointed Mc-)} 
Cann-Erickson, 
handle its advertising. Women’s | 


NAM ‘47 Campaig 
May Use Magazines 
Plus Newspapers 


Institutional Survey 


Awaits Official Nod; 
May Spend $1,200,000 


New YorK—Nearly six months 


New York, to/|after unveiling its public relations 


program (AA, Oct. 7, 1946), the 


magazines, general weeklies and | National Association of Manufac- 


business papers will be used. 


Complete line of artists’ material 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage | 


turers poised on the brink of its 
|Fourth National 
{Public Relations Executives to re- 


| view its progress during the past| about 


ihalf year. 
|, On the credit side of the ledger, 


Advertising Age, February 10. 


447 
Congress of American Industry injagainst anticipated collections. | . 
baeeagoni (2) good response to its |The association’s 1947 public oma Sd 3} Meeting Hears 
‘labor program advertising (AA,|lations goal was $3,000,000, but | 
Jan. 13) whieh was hailed as “re-| there are no scowls at the $2,400,- | Parkes Ask Hali 
|markably liberal for NAM”; (3) |000 war chest actually collected.) | "3: 2 
| hard cae os 11,000 members and| NAM would like to use mnaga- | © Self-Criticism 
| non-members have just ponied up|Zines in the coming year, de-| New Yorx—Public relation, 
la record-breaking $2,400,000 for pendent upon a top secret survey |men must “rise above the adoles. 
‘public relations and advertising,, Which it has made concerning the cent pastime of throwing cabbage: 
(77% more than the 1946 total of | Proper use of institutional adver-|at each other,” Holcombe Parkes, 
$1,600,000. |tising. The results of this survey vice-president in charge of pub. 
Included in the 11,000 contribu- | Will not be made public for an- lic relations, National Association 
‘tions were gifts from 5,000 com- | other 60 days, and the emergence of Manufacturers, told the Fourth 
‘panies which had never con-|0f NAM into magazines is un-| National Conference of Public Re- 
‘tributed before. NAM _ regards likely before mid-summer. News- lations Executives last week. 
this as proof that its program is|Papers are on the association’s, As “practitioners of a young 
attractive and sound. | regular list. profession,” Mr. Parkes | said. 
Of the $2,400,000, approximately | Lists Advertising Aims | “we've got to learn to cheer our 
50% will go into advertising. In) ; \fellow practitioner as long as he 
October, NAM had about $900,000; Mr. Parkes, who directed pub-|is producing results and moving 
allotted to advertising, and since| lic relations for the Association|in the right direction, regardless 


Conference of|that time has used space for the | °f American Railroads and South- | of whether we happen to like his 


‘ a i | 
labor program ads, which cost|€r Railway before joining NAM, | methods or his style or his vo- 


$100,000. However, Mr. | feels that the association’s adver- | cabulary.” 
Parkes said that the $900,000 rep-|tising will be aimed two ways:|! The public relations field, cur- 
resents the difference between es-| (1) a background campaign, ex-|rently featuring a feud between 


said Holcombe Parkes, vice-presi-|timated collections for public re- \plaining industry’s profits, costs | several associations, got terse ad- 


‘dent for public relations, NAM|lations and NAM expenditures. and 
icould count: (1) the endorsement} (NAM works on a September-to- | ¢mergency, spot coverage of na- 


of the association at its annual 


= 


competitive position; (2) |vice. Not long ago, the NAM ex- 
| ecutive said, many professions 
September budget and must spend /|tional issues, such as portal-to-|were plagued by “a plethora of 


| portal pay. societies and a paucity of profes- 


In Philadelphia—nearly everybody reads The Bulletin 


| As in all previous sessions, Mr.|sional standards. This gave 
'Parkes stuck to his original pre-|rise to some of the higher-echelon 
|/mise—NAM’s basic problem is to | cabbage-heaving. The result 
|dig harder into the local level.|was, in time, strong national as- 
|Of the 12 basic points of Mr.|sociations devoted to the estab- 
‘Parkes’ public relations program, | lishment and maintenance of high 
‘six deal with local activity by |standards of competence and per- 
'industries or groups of industries.|formance . . . vigilant protection 
On the national level, NAM can|of both the profession and _ its 
_ be expected to talk about labor | recognized practitioners. .. Syrely 
/peace, portal-to-portal pay, taxa-|we can profit by the experience 
| tion and government spending. of others.” 
| As it waited for the conference 
‘of public relations executives to Tells Use « Video 
public relations chiefs 


‘begin, NAM could consider other| The ; 
‘favorable factors: Enrollment had | heard Claude Robinson, who has 


| 


| 


jumped from 60 in 1943 to more 
than 500 in 1947; of the 500 reg- 
istrants, 100 are from the top 


made previous NAM public opin- 
ion surveys, on the relationship 
between public reaction and in- 


lstratum of management, presi- |@ustry’s future; R. G. Landis, Shell 
dents or chairmen of corporations. |Oi! Company, who demonstrated 
| the yee films for public rela- 
a ‘“ tions objectives, and Charles J. 
‘Sidener & Van Riper Ups Durban, assistant advertising di- 
Van Riper and Isaacs rector, U. S. Rubber Company, 
| Edward L. Van Riper, assistant who described his nie igen 's — 
'to the president, has been ap- of television as a public relations 
pointed a vice-president and gen- | implement. 
eral manager of Sidener & Van| Frank C. Lyons, director oi 
public relations for the Dayton, 
O., division of General Motors 
Corporation, told the group about 
the “Dayton Program,” which GM 
undertook 12 years ago when sur- 
veys disclosed that community 
public relations was necessary to 
correct the public’s impressions 
of industry in general and GM in 


C. R. Isaacs 


particular. 
Riper, Inc., Indianapolis agency. BEFOR and AFTCK 
Charles R. Isaacs, director of mer-. ae 
|chandising, has been named a * lh aaa 
| vice-president and a member of é 2 
| the board of directors. Mr. Isaacs 
| will also continue as director of 
| merchandising. 


sa cipssnisciiicadiiaain 
| Industrial Editors 


Name Award Winners 


| The Industrial Editors Associa- | 
|tion of Chicago has named win- | 
|ners in its 10th annual award con- | 
test for industrial publications. | 
The awards were presented at a/| 
luncheon to winners in four classi- | 
| fications, internal, external, trade | 
and association publications. 


E. Van Riper 


Mm ©X.F.S. 


From Comic Strip Sketch 
courtesy King Features Syn- 
dicate tte of 


lovable Jiggs. 


Skill at carving, economy 
of mold making, and ingen- 
uity in reproduction add 

up to Multi's specialized 
ability to “do a job" on 
your trade-mark, featured 07% 
character, sign or display. 


On the basis of general excel- | 
lence, award winners are: “Mor- | 
ton’s Spout” (internal), Morton | 


Salt Company, Chicago; “Servel| 


News” (external), Servel, Inc., | 

Evansville, Ind.; Tavern News MULTI PRODUCTS, IN¢. 
(trade newspaper), Associated | CHICAGO &, ILLINO!S 
Publishers, Chicago; Telephony | : 


(trade magazine), Telephony Pub- | 
lishing Corporation, Chicago;| 
American Foundryman (associa-| 
tion), American Foundrymen’s As- | 
sociation, Chicago. Other awards | 
were made for best projects,| 
stories, editorials, features, news | 


coverage and interpretive stories. | 


Modecraft Appoints 


Modecraft Company, Brooklyn | 
manufacturer of furniture and fix- 
tures, has appointed the R. T. 

‘ O’Connell Company, New York. 
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ese » Are Chieago’s 
Most IMPORTANT Million 


fuey Are the IMPORTANT 
_ Buyers in the Chicago Market 


he Chicago Daily News 
- Reaches All of Them Through 
its SELECTED Mass Cireulation 


The American standard of living is inspired, meas- 
ured and advanced by how people feel about their 
HOMES. It needs but little observation and thought to 
realize that when families take pride in their HOMES— 
work to express themselves through their HOMES— 
they become the preferred customers for the products 
of American industry. It takes a lot of buying to keep 
good) HOMES a-going. 


Here in Chicago there is published a newspaper 
of first importance to sales-minded men. It is Chicago’s 
first-rank HOME newspaper—the Daily News. Its cir- 
culation is mass circulation—but it is SELECTED mass. 
It is welcomed by families whose total incomes repre- 
sent a vast pool of spendable dollars. (The column on 
the left gives you the figures. ) 


There are more than a million readers of the Chi- 
cago Daily News. They are the most IMPORTANT mil- 
lion in Chicago to any advertiser who seeks MAXIMUM 
sales in the Chicago market. It?s SELECTED mass cir- 


- eulation that does it! And SELECTED mass circulation 


means only the Chicago Daily News! 


For 71 Years Chicago’s HOME Newspaper 


JOHN S. KNIGHT, - Publisher 


bag) DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 

" a e 

a ‘ LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
Ave she NEW YORK OFFICE: 9 Rockefeller Plaza 


SAN FRANCISCO OFFICE: Hobart Building 
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8 
More Ads for Diamond T 


Diamond T Motor Car Company, 
Chicago, has expanded its con- 
sumer advertising with a schedule 
calling for full-page four-color ads 
in Collier’s, Fortune, Newsweek 
and The Saturday Evening Post. 
Roche, Williams & Cleary, Chicago, 
handles the account. 


KWBC Names Rembeau 


Station KWBC, Fort Worth, op- 
erated by the Worth Broadcasting 
Company, has appointed William 
G. Rambeau Company, Chicago, 
New York and Los Angeles, as its 
national representative. 


“3033 Retailing Ideas’’ 


By Merchants—for Merchants 
ONLY BOOK OF ITS KIND—offers 
deepest insight into retailing actualities, not 
theery — advertising, merchandising, selling, 
Gigplay, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 


8. Used by colleges, schools, public 
Bias, se Tee 40 Choe a 80 

x 4] pt. 5 posi. 

LYONS, Publisher, Pittstown 3, WN. J. 


Mounting Costs 
Turn Post Office 
Profits to Loss 


liminary 


how higher 


'46 Cost Figures 
Show $148,000,000 
Operating Deficit 


WaSHINGTON—Release of pre- 
from the Post 
Office Department’s 1946 cost as- | 
certainment report demonstrates 
costs — particularly 
wages—have turned wartime sur- | 


tables 


pluses into deficits. 


of 


The report shows second class, | 
third class, parcel post, and most 
services 


the department’s 


heavily in the red, and the profit 
\from first class nearly $100,000,- 
'000 below 1945. 

| Over-all, the Post Office re- 
ported an operating loss of $148,- 
(000, 000 for fiscal 1946, after en- 
| joying a surplus of $162,600,000 
/in 1945. It has already warned 
‘Congress that the deficit will leap 
'to $300,000,000 for fiscal 1947 and 
| $352, 000,000 in 1948. 

| Release of 1946 cost ascertain- 
/ment data, not yet in printed form, 
| was hastened by the fact that the 
|department is to go before the 
Senate post office and civil service 
committee Feb. 18 to recommend 
rates and economies to pare the 
deficiency. 


Would Boost Second Class 


In preliminary talks, officials 
have indicated that they want 
more revenue from second class, 
which showed an over-all loss of 
$115,000,000 in 1945, and $148,- 


Advertising Age, February 10, 1947 


000,000 in 1946. 

The department’s claims are | 
countered by publishers and busi- 
ness mail users, who contend that 
the cost ascertainment report is 
not a proper basis for rate making. 
It apportions the department’s 
general costs to each class of mail 
according to the amount of time 
and effort it consumes. 

If such a system were used in 
rate making by railroads, it would 
be impossible to ship low-cost 
commodities such as cement, it is 
argued. Business men feel the sec- 
ond, third and fourth classes 
should bear less cost because of 
lack of priority, and because most 
department expenses would go on 
whether or not these services were 
rendered. 

Though revenue from first class, 
the most “profitable” postal serv- 
ice, dropped only $18,000,000, 
“profit” was off $98,000,000. Costs 


| assigned to first class jumped from 


YOU JUST CAN'T BEAT THE PULLING POWER 
OF THE BIG 3 IN THE GREAT FLORIDA MARKET 


@ Measure Florida’s phenomenal growth by any yardstick you choose. 


Population, per capita income, retail sales, or new construction . 
up the fact that this is a great, year-round market. 


. all point 


It’s an easy-to-reach market, too,—the trading zones represented by the Big 


3 containing well over half the state’s population and wealth. You sell Florida 
when you buy the proven Pulling Power of the Big 3...the morning papers 


that offer complete dominance of Florida’s rich primary trading areas. 
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Reynolds- Fitzgerald, Inc 
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Story, B 
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yson-Walker Co. 


$373,000,000 to $454,000,000, large- 
ly because of wage increases. 


Wages Take 80% 


Wages make up 80% of the de- 
partment’s operating expenses 
Two postal wage bills voted by 
Congress since the war have 
boosted annual wage costs $350. 
000,000. Traffic was less than 2 
billion units below 1945’s 37,900. 
000,000. Revenue was off $90,000 - 
000. 
Airmail, another of the profit- 
able services, slumped from a 
$31,000,000 surplus to $19,000,009, 
Airmail revenue was off sharply, 
indicating a lighter volume, but 
costs remained at $49,000,000. 
Publishers’ second class mai] 
was charged with a “deficit” of 
$137,731,305, compared with $107,. 
000,000 in 1945. The number of 
units mailed was up from 5,441,- 
000,000 to 5,865,000,000. Similarly, 
revenue was up from $26,400,000 
to $30,804,000, but costs assigned 
to this service had been increased 
from $133,100,000 to $168,500,000. 


Dailies ‘Lose’ $47,666,000 


Daily newspapers were charged 
with a deficit of $47,666,000, com- 
pared with $40,700,000 in ’45. Non- 
newspaper periodicals showed a 
“loss” of $38,818,000, well above 
the previous $29,955,000 loss, 
Newspapers other than dailies, 
which had a $17,000,000 deficit in 
1945, “lost” $25,354,000 in 1946. 

Other second class, including 
free in county distribution, als 
had larger losses in 1946, account- 
ing for the total $148,000,000 sec- 
ond class loss. 

Third class, which had a $23,- 
000,000 loss in 1945, is now “los- 
ing” $52,000,000 on the depart- 
ment’s books. Parcel post, which 
had an $800,000 surplus last year, 
is in the red to the tune of $42,- 
415,000. 

Parcel post revenues were down 
$24,000,000 from the $232,000,000 
peak during the wartime rush. 
The Post Office Department asked 
a parcel post rate hike last year 
in anticipation of this “loss” but 
Congress did not complete action 
on the bill. Under the law, parcel 
post must be self sustaining. 

All the special services, includ- 
ing registry, COD, insurance, 
special delivery, money orders and 
postal notes, had deficits, the total 
being $42,000,000. In 1945, these 
services earned a “profit” of $18,- 
000,000. 

The profit from foreign mai 
slumped from $53,000,000 to $23,- 
000,000. The “loss” from govern- 
ment penalty mail was $36,600,000, 
slightly above 1945. Congressional 
franked mail cost the department 
$1,000,000. 


Firm Incorporates 


Ohio Advertising Display Co m- 
pany, Cincinnati, manufacturer of 
electric signs, has been incorpor 
ated. C. M. Katsetos, in charge of 
the company’s fluorescent division, 


has been elected president and 
Robert Baker, who heads the neon 
division, vice-president. Fred 


Weiland was named secretary. 


Appoints McInnes 

Robert A. McInnes, formerly 45- 
sistant to the Los Angeles man 
ager of Wade Advertising Agency, 
has been named public relations 


director of the Mission Dry Cor- 
poration, Los Angeles. 


in CIRCULATION. 
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..and here are some REASONS WHY 


More than $100,000,000 of indus- 
trial, commercial and public con- 
struction—and excluding residential 
construction—has beenrecentlycom- | 
pleted in Toledo, or is now under way, \ 
or planned for early completion. List- 
ing these projects in a recent folder, The 
Toledo Chamber of Commerce points 
out some of the “Reasons Why” for this 
great investment in Toledo...in brief, 
they are— 


CONFIDENCE that business leaders have in 
Toledo and in the future of America. 


TOLEDO’S LOCATION in the heart 


of one of the richest agricultural, 


& 


% Ss 


industrial and commercial markets in 


the entire nation. 


TOLEDO’S HIGH PERCENTAGE ~~ 


OF SKILLED WORKERS. 


NEARNESS TO BASIC RAW MA- 
TERIALS and semi-processed goods. 


than $100,000,000 of 
Taduatiel, commercial ond public con- 


CONFIDENCE of Toledoans that 
their home town will continue to 


grow rapidly. 


PROGRESSIVE ATTITUDE OF 
MANAGEMENT, with every evidence 
of increased constructive relations 
among management, labor and the 


public. 


ne emer ee se ere 


...and this is the TOLEDO BLADE 


Any judgment The Blade passes on Toledo’s present situa- 
tion and future prospects is guided by its long perspective. 
The Blade has observed Toledo throughout its whole life 
--. and feels that now a newly awakened spirit of confidence 
and cooperation justifies the great investments 
now being made in the city’s future . . 
in the city and throughout the whole rich 
trading area is a truly great and growing mar- 
ket, fully covered by one great and growing newspaper, 


the Toledo Blade. 


75 different Toledo construction projects, 
ranging from $50,000 to $21,000,000, are listed 
in this “$100,000,000" folder, copy of which 
The Blade will be glad to send on request. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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Bullard to Reingold 

Herbert C. Bullard, with the ad- 
vertising department of Lever 
Brothers Company, Cambridge, 
for 17 years, has joined the Rein- 
gold Company, Boston agency, as 
copy chief. 


Two Name Zibman 

M. A. Safran Corporation, Phila- 
delphia, manufacturer of men’s 
and women’s expansion bracelets 
and jewelry, and Rahall Broad- 
casting Company, operator of Sta- 


T 


GUCCESSFULLY, 
(MITATED 


tions WWNR, Beckley, W. Va.; 
WNAR, Norristown, Pa. and 
WKAP, Allentown, Pa., have 
placed their advertising with David 
Zibman Advertising, Philadelphia. 


Launch Honer Agency 


William F. Honer, who recently 
resigned as advertising manager 
‘of Fuller Brush Company, and 
Robert W. Honer, who since his 
discharge from the Army has 
|worked with Hartford and New 
York agencies, have opened Honer 
Advertising Agency, with offices in 
the Clark building, 968 Farming- 
ton Ave., West Hartford, Conn. 


WOXR Appoints Cooke 


Donald Cooke, Inc., through its 
offices in Chicago and Detroit, has 


|been named midwest representa- | 


pew of WQXR, radio station of the 
| New York Times. 


| ihe Riscomnnmiianss 
Sikes Appoints Bush 

| Laurence A. Bush, formerly ad- 
| vertising manager of Pierce & 
|Stevens, Buffalo, has been _ap- 
/pointed sales manager of Sikes 
| Company, Buffalo furniture manu- 


| facturer. 
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which the papers will serve as 
clearinghouses for the placing of 
programs on WPAT of specific in- 


s s 

Station Enlists 

terest to the various communities. 
, i h 

ees oes = 

local news for WPAT broadcasts, 
2 s 
on Twin Projects 


in return for which the station will 

give air credit to the newspaper 
‘reporting each item. 

_ N. J. Papers Feed 

News, Community 

_ Programs to WPAT 


Stories Promote Plan 


_ In two-column Page 1 stories 
and in editorials announcing the 
plan for airing community pro- 
grams, the cooperating newspapers 
PaTerRSON, N. J.—A unique test | stated that any organization or 
of radio-newspaper cooperation | group in their communities “wish- 
‘with double-barreled action is|ing to employ radio to promote a 
/under way in northern New Jersey.|cause in the public interest will 
WPAT, an independent, 1,000-| be allotted time on WPAT by ap- 
|\watt daytime-only station here,|plying for it to this newspaper, 
‘launched the program. In a one-| which is cooperating with that sta- 
two bid for public service recogni-|tion to publicize over the air all 
tion, promotion-minded co-owners | worth while activities in this com- 
James V. Cosman: and Sidney J.|munity.” The papers followed up 
Flamm announced that WPAT)/with front-page boxes in subse- 
had: |quent editions calling attention to 
1. Tied in 21 northern New | the project. 
Jersey newspapers on a planunder! The announcements added that 


ries its advertisers’ me 
the most members of 
homes in Central 

That's because The Ind 


Direct inquiries 


ADVERTISING MEDIUM 


Busiest? Yes, busiest! It car- 


Star's own new Sunday Mag- 
azine is an integral and vital 
part of Indiana's largest Sun- 


day newspaper, circulation product. It's 1,000 line tabloid 
214,000 a week. It is the most page size . . . a show-window 
interesting, most colorful me- for your advertisement. It's 


dium in this rich market, af- 
fording maximum visibility for 


or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Star 


THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 1936 


mine”, UES ene SN ae. kT ESS a ee A 


all your advertising messages. 


ssages to It's Indiana's only all Hoo- 


the most sier magazine . . . edited by 
Indiana. Hoosiers for Hoosiers . . . as 
ianapolis Hoosier as Penrod and Pig- 


tails. It's Alco-Gravure, mono- 
tone to 4 colors... the very 
finest reproduction for your 


the shortest, straightest line to 
Hoosier interest and sales! 


to Metropolitan Sunday Newspapers, Inc., 


IN TOTAL ADVERTISING LINAGE 


“of course, and in accordance ith 
FCC regulations, WPAT mus’ re. 
serve the right to either acce | o, 
reject the recommendations we 
make to it and anyone wit: jjp, 
time on this station may app » ;, 
it directly. However, we } joy 
your problem and can help W >A7 
|shape up a program that will : ‘rye 
you best.” 

The plan met with imme ate 
“overwhelming response,” WAT 
reports. In one town three gr ups 
which had never before ap. 
proached a station for time ap) lieg 
through their local paper, and 
were granted time. 


Red Cross Ties In 


One upshot of the undertaking 
is a meeting scheduled to be held 
at WPAT Feb. 11 of Red Cross dj- 
rectors of northern New Jersey to 
plan broadcasts in behalf of the 
approaching annual Red Cross 
drive. 

The station hopes soon to in- 
crease to 50 the number of papers 
participating in the news-report- 
ing project. A “northern New 
Jersey news bureau” has been set 
up by WPAT to handle the items 
supplied by the papers. In news- 
casts the announcer will say, “For 
further details, see the Elizabeth 
Journal,’ or whatever paper sup- 
plied the news. 

WPAT’s operators hope, quite 
‘naturally, that their twin projects 
will strengthen the station’s appli- 
cation now before the FCC for a 
license to go up to 5,000 watts on 
full time. 


Buffalo Adclub Elects 


_ Dethloffs E. Klein, attorney, has 
‘been elected president of the 
| Greater Buffalo Advertising Club 
| Other officers are: Alex Grabhorn, 
Gulf Oil Corporation, first vice- 
president; Joseph N. Amigone, 
Pleasant Valley Wine Company 
second vice-president; W. Wells 
Corey, Manufacturers & Trader: 
Trust Company, treasurer, and 
Willis L. Jackson, Travelers In- 
surance Company, secretary. 


Named KROW Manager 


Wilton Gunzendorfer, previous]; 
commercial and station manager 
of KSFO, San Francisco, has bee! 
appointed general manager of 
|KROW, Oakland-San Francisco. 
|Richard C. D. Bell, who served 
|four years with the Navy, has 
/been named as his assistant and 
/Russ Coughlan has been appointed 
program director. 


Adcrait Forum Elects 


Thomas A. Boris, partner in 
Boris, Gray, Blake & Mayo, |as 
been elected chairman of the Ad- 
craft Forum of Buffalo. William 
Doerr Jr., sales director of Sta- 
tion WEBR, has been reelected 
vice-chairman. 


| McDermott Joins KMBC 


John S. McDermott, form: :!) 
executive assistant, Kansas 
Chamber of Commerce, has > en 
named director of special feat 
of Station KMBC, Kansas ‘ 
Mo., succeeding Gene W. De! 
who has resigned, effective Fe! 
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“eGRAW-HILL PUBLICATION + 330 WEST 


A group of scientists under the sponsorship of the Rockefeller Foun- 
dation are probing to discover why dogs behave like human beings. 
Science Illustrated sent a staff photographer and an editorial researcher 
to Hamilton Station, Maine to report on their activities which are ex- 
plained in the interesting article, “What We Have in Common with 
Dogs” in Science Illustrated for February. The canine cast even in- 
cludes the barking Basenji. 


This article is typical of Science Illustrated’s modern manner of report- 
ing current achievements of science and how they affect our lives. What 
is learned about the close resemblance between the emotional reactions 
of human beings and dogs may have great psychological value 
to mankind. 


For Science Illustrated realizes that living in the worlds of today and 
tomorrow is dictated by science. So it sweeps the veil of mystery from 
science. It reports how the discoveries of science — conceived in hun- 
dreds of laboratories—developed in thousands of factories — will flood 


the world as new methods—new processes and new products. 


Science Illustrated is edited to reveal science in terms of daily and 


future living so that they who read may enjoy as well as understand 


the fascinating facts of science. 


Pertinent Facts About 
SCIENCE ILLUSTRATED 


* 


Alert—Intelligent— Demanding Audience 
* 


Intense Reader Interest 


* 


Proved Strong Advertising Response 
* 


Circulation Average of 400,000 Copies 


SULENCKE FOR DAILE LIVING SA NOLENGE 


42nd 


ILLUSTRATED 


STREET +> NEW YORK 18, 
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The Advertising Potential 


Last week ADVERTISING AGE re- 
ported on the six-page letter which 


to several hundred advertisers 
from his dairy farm in Connecti- 
cut, decrying the upward trend of 
advertising media rates, and sug- 
gesting a five-point plan—consist- 
ing essentially of large doses of 
avoidance of major media—for ad- 
vertisers to follow. 

He says that justification of 
higher dollar rates on the basis of 
higher costs and larger circula- 
tions is largely nonsense, and that 
“you don’t buy millines; you buy 
purchasing power.” He adds: 


|when stacked up against purchas- 
\ing power. | 
ex-adman E. B. Weiss addressed|and not during-the-war figures | 


| most advertisers, since they had | 


We insist on prewar 


because wartime purchasing power 
|was of only academic interest to 


'no means of meeting the demand. 


Advertising Age, February 10 94 


| 
| 
} 
| 


—Lichty, Chicago Times 


"Our lesson on creamed foods, milk toast and egg nogs is very important girls 
—because some time in every husband's life he thinks he has ulcers!" 


We agree wholeheartedly with | Sine Qua Non 


|Mr. Weiss that one of the prime 
‘considerations of advertising cost 
is the potential against which that 
advertising is placed; the possible 
|volume of sales that might result 
\from it, if you will. And on this 
basis we steadfastly stand our 
| ground, that advertising is now a 
‘better economic buy than it has 


| The unsung heroes of the ad- 


|vertising and publishing business 
|are the production men, normally 
hard-working, long-tempered 
characters who habitually do the 
|improbable. Rush jobs are so com- 
monplace that they are closer to 
ber norm than the exceptional, 


and any production man can 
quickly fill in the words and 


“On a straight rate basis, adver- | been for at least three decades. It|/ music to the song which begins 


tising rates are estimated to be up is a better economic buy precisely | “Gee, Harry, I hate to tell you) 


some 40%. But on a purchasing 
power basis, rates are even now 
up at least 60%. Mr. Weiss 
doesn’t say in his letter what year 
he is comparing with the present 
to get his figures on uppage, and 
particularly with regard to pur- 
chasing power. We have asked 
him to elucidate, and perhaps we 
shall have the answer shortly. 
Without having his answer 
handy, however, we are willing to 
stick our tired, war-weary neck 
out far enough to suggest that no 
figures Mr. Weiss can gather will 
indicate any increase whatever in 
advertising media rates, compared 
with prewar, on a_ purchasing 
power basis. We will, indeed, be 


very much surprised if all the 
available statistics — family in- 
come, discretionary spending. 


power or what have you—do not 
show current rates for most major 
media far lower than prewar, 


because the effective purchasing 
power represented by every im- 
portant advertising medium is 
greater now than it was in 1940, 
‘or 1935, or 1930. And this pur- 
chasing power is greater because, 
‘despite higher prices and higher 
taxes and a multiplicity of other 
\things, there are now (1) more 
|people with income great enough 
to leave a little over after the bare 
| necessities of life have been satis- 
fied, and (2) more people with 


|more left over, than there have)! 


‘ever been before. 

By all means, advertisers should 
measure their dollar outlays for 
advertising against the market po- 
tential. But if this potential has 
dropped, except for makers of mu- 
nitions, aircraft and ships, then it 
must be equally true that steers 
make the best breeding animals 
and Mr. Weiss’ cows give Pepsi- 
Cola. 


Some Live, But Don’t Learn 


We have before us a photostat 
of a letter sent by the president of 
a substantial manufacturing com- 
pany to a customer who had not 
bought anything from the com- 
pany for five who re- 
cently serft in an order 

The letter sounds fantastic, and 
perhaps it is 


years and 


someone's idea of a 


practical joke, although there is 
no evidence that this is the case 
Furthermore, it’s dated January 
10, 1947, so it can searcelv be 
blamed on “war conditions.” Here 


it is, verbatim 


“In the past we have accepted 
your orders as they have come in 
We have tried to interpret them 


as to what was desired and when 


we can’t do that. we have made a 


guess at it. 

“However, this is another year. 
You have a price list showing all 
the items that we manufacture 
with style numbers on, also speci- 
fications. In fact, very complete 
in every respect. 

“Until 
make out your orders properly, we 


such time as you can 


are going to return them to you 


as there will be no 


work for us 


more guess 
“We have an idea as to what is 
desired in this purchase order, but 
if you can’t take the time to make 
it out correctly, we certainly aren't 
going to fill it.” 
Maybe that 
we've been 


too! 


market 
about is a 


buyers’ 
hearing 


mirage, 


‘very good shape but...” 


plete presswork on the advance 
copies by Jan. 11. 

The company’s bugaboo was the 
difficulty in identifying foreign 
\language pages in a multiple edi- 
| tion: each proof and plate was 
marked with a key showing the 
treaty and language. On the press, 
a similar key was printed within 
\the trim margin so that each sheet 
‘was identifiable until it was off 
|the press and reached the bindery. 
| On Jan. 13, the Council of For- 


‘this, and I know the stuff isn’t in| eign Ministers advanced the dead- 


iline for the signatory edition to 


| Nor do production men get the|Jan. 25, but on Jan. 14, plans 


‘accolades which frequently accrue were changed again. 


A Davis, 


‘to others. A client may wallow in| Delaney shop memo said tersely: 


| ° ° 
‘a lather of admiration over copy | 


“This morning we were told that 


‘and art work, or he may think| because of the desire of Secretary 


the account exec is a wizard on 
‘planning, but production nor- 
mally catches criticism as slow, 
uninspired, stupid and expensive. 
Accordingly, this week we sing 
the production man, and here’s a 
story to illustrate what he some- 
|times copes with. . . 
Davis, Delaney, Inc., is a New 


York printer, which was pleased | 


and flattered when it was com- 
missioned to print the treaties of 
peace with Italy, Bulgaria, Hun- 
gary, Roumania and Finland on 
Dec. 23. The job looked like this: 
Print 100 copies of the signatory 
edition of each treaty in Russian, 
English and French, plus the ex- 
enemy language by Feb. 1, for 
signing in Paris Feb. 10. In addi- 
tion, a popular edition in small 
format was to be ready for release 
Feb. 15. About 1,100 type pages 
were involved: all details were 
top secret. 

The compositor, King Typo- 
graphic Service, began to get copy 
Dec. 23, but the mass of correc- 
tions made it impossible to secure 
proofs okayed for foundry before 
Jan. 6. On Jan. 3, the printer was 
notified that instead of Feb. 15, 
1,000 copies of the popular edition 
would be required Jan. 15. This 
meant that some of the popular 
edition would have to be printed 
before the signatory edition. The 
company’s paper supplier, Curtis 
Paper Company, Newark, worked 
over the Jan. 4 weekend, and had 
paper ready on Jan. 6 instead of 
Jan. 8 and 9, the original dates of 
delivery. 

By Jan. 8, enough electrotypes 
had been moulded to begin print- 
ing, and while corrections con- 
tinued to impede the flow of plates 
to foundry, it was possible to com- 


| 


Byrnes to sign for the United 
‘States before retiring from office, 
|it would be necessary to have sig- 
‘natory copies of the treaties in 
| Washington by Jan. 19. As press- 
work was not scheduled to begin 
on this edition until today (Jan. 
14), and as 25% of the composi- 
tion is still being set, this is a 
physical impossibility.” 

By back-breaking, brain-rack- 
ing work, at 11 p.m. on Jan. 18 
the job was delivered, despite the 
printer’s previous despair. On Jan. 
20, the last official act of James F. 
Byrnes as Secretary of State was 
the signing of the treaties. One of 
the witnesses was Harold M. Davis, 
president of the printing company, 
|who afterward stated, “The Sec- 
'retary of State and Dr. Warren 
Kelchner, secretary-general of the 
Council of Foreign Ministers, have 
expressed to me their appreciation 
of our efforts. . . I should like to 
express, in turn, my gratitude to 
those in our own organization, both 
in the plant and in the office, who 
remained on the job night and 
day.” 

And Mr. Davis follows this with 
a lengthy list of credits for all the 
suppliers and companies which 
did component parts of the job. 

This, you may say, is only to 
be expected for a job like printing 
the peace treaties. But the point 
is that many a production depart- 
ment does just as good a job, week 
in and week out, for Cap-a-pie 
Hair Banisher, or Widger’s Wid- 
gets. 


Jottings 

Alcoa has a good headline— 
“Name three items cheaper today 
than before the war.” Can you 
GO 36! «+. 
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secured without charge from on 
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advertiser or advertising a: ene 
executive writing on his bu: nes 
letterhead. Address AVER’ smn; 
AcE, 100 E. Ohio St., Chicag» 1 
Ill. 


No. 2752. “I’m Going to Bui! 

Fifty-two per cent of the read 
ers replying to a New Engla 
Homestead survey reported plan 
for homes, barns, garages, milk 
houses and other new buildings 
according to this report issued by 
the publication. Roofing, insula 
tion and bathroom installation 


|come in for their share in the fig 
| ures on remodeling and repairing 
| and the report also shows hoy 


| Plans stack up for concrete wor 


|and painting. 
| No. 2753. Tell Your Story Round 
the Clock. 


| Market facts about San Antoni 
‘and the southwest Texas marke 
lare given in this folder, issued b 
‘the San Antonio Express an 
News. State maps in color shoy 
primary and secondary coverag¢ 
|of the newspapers, daily and Su 
day, and details of Express Put 
lishing Company’s air delivery t 
the Gulf Coast are given. 


No. 2754. The Influence of Educa 
tion and Age on _ Earning 
Power. 

The variations in earning powe 
at the different educational level 
are shown in Chart 1 and its a 
companying data in this study o 
the earning power of native whité 
males, issued by the research de 
partment of The Curtis Publishin 
Company. Highlights of the sun 
mary, which is based on 1940 Cen 
sus Statistics, are: “(1) Earnins 
power mounts steadily as the num 
ber of years of education increase 
and (2) Earning power increase 
for each age level up to and in 
cluding the age group 45-54 years.’ 
The distribution of wage and sal 
ary incomes in Saturday Evening 
Post homes is shown in two of thé 
charts. 


No. 2737. The Railway Market 


Simmons - Boardman Publishin 
Corporation, publisher of Railwa: 
| Age, Railway Engineering & Main 
|tenance, Railway Mechanical En 
'gineer and Railway Signaling, ha 
|issued this survey of the market 
including a table of railway pu! 
chases from manufacturers !|‘/29 
1946, covering the first six month 
of each year. The folder sum 
marizes railway mainten ince 
| modernization, signaling pre ect 
|and future trends. 
| 
|No. 2674. 

vey. 

Hospital Management has 1e( 
this report of a survey of It 
dry methods and procedures, -ug 
gesting the vast size of the 
|pital market for laundry e: J! 
ment and _ supplies. Of oe 
tionnaires sent to 1,002 hos : 
419 replies were received 
nearly 42% of the superinten °n! 
addressed, 320 of whom rep ‘e 
that their hospitals operate 
laundries. 


Hospital Laundry ‘u" 


No. 2730. Idea-Planned t 
the Homers. 


Household families, desi; 
as “the Homers,” are intro 
in this folder, which tells 
their home ownership, hon 
ing, gardening, houseke 
methods and other details. 
illustrated pages show how H 
hold plans its editorial featuré 
maximum interest. 
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The Hearst Newspapers on 


Communism in 
the Colleges 


FROM AN EDITORIAL BY 


Witham Randolph Hearst 


FEBRUARY 5, 1935 


“The Hearst Newspapers have sounded an alarm 
concerning the teaching of Communism approv- 
ingly in some colleges—not in all. 


“Communism as practiced in Russia—the only 
nation of importance in which it prevails—is a 
policy of force and violence, of robbery and rapine. 


“Violence as a basic Communistic policy is pro- 
mulgated by the authoritative Komintern of the 
Communists’ Internationale, which declares: 


“We proclaim openly that our design can only 
be realized by the violent overthrow of the entire 
traditional social order.’ 


“Communistic policy and practice as demon- 
strated in the efforts of Communists to gain control 
of government in France, Italy, Germany, Spain 
and other countries are based on terrorism and 
ruthlessness. 


“They are nothing less than the ‘frightfulness’ of 
war applied to the politics of peace. 


“It is impossible to teach the actuality of Com- 
munism approvingly without being disloyal to the 
policies and principles of our own country. 

“It is naturally unobjectionable to discuss Com- 


munism in the colleges. It is unobjectionable to 
discuss crime, but it is incendiary to teach crime.” 


ENRIGHT 


When this editorial was published 12 years ago it was 
received by many with doubt and disbelief. Today, every 
thoughtful and patriotic American recognizes the solemn 
truth of every word that Mr. Hearst wrote. 


The Hearst Newspapers will continue to seek out and 
expose every peril to the American way of life, let the chips 
fall where they may. The Hearst Newspapers are American 
papers, published only for the American people. 
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‘Plenty to Sell,’ 
Gamble-Skogmo 
Tells Dealers 


MINNEAPOLIS—Gamble-Skogmo, 
Inc., wholesaler of hardware, auto- 
motive and other products and 
operator of Gamble-Skogmo stores, 
plans to do a $200,000,000 business 
this year, is adding dealers at the 
rate of about 20 a month, and can 
now buy more supplies than its 
stores and dealers can sell. 

These unusual disclosures were 
made at an even more unusual 
meeting here—a ‘“Planorama” 
sales and merchandise conference 
of 3,000 Gamble-Skogmo § store 
managers, dealers, buyers and 
manufacturers. It was held in the 
Minneapolis Auditorium. One of 
the largest sales meetings ever 
held in the U. S., it was the first 
Gamble-Skogmo has ever held for 
all its stores and dealers, and the 
first major sales meeting it has 
held in five years. 

P. W. Skogmo, president, de- 
clared that. in 1946 the company’s 
distribution was greatly broadened 
and many stores added and en- 
larged. Gamble-Skogmo plans en- 
largement of company stores in 
51 cities, will open “super” shop- 
ping centers in several cities, and 
will add farm stores and distribu- 
tion centers for affiliated dealers 
in 28 cities and towns in ‘32 
north-central states.” 


‘All You Can Sell’ 


Gamble - Skogmo’s expectations 
of reaching a $200,000,000 volume 
are based on a rapidly improving 
supply picture, M. O. Weiby, hard 
lines merchandise manager, de- 
clared. 

“We can buy more than you can 
sell,” Mr. Weiby said. The com- 
pany’s western and eastern divi- 


ie city has its 
Middle Class, but 
Washington, because 
of the nature of its 
astivities, has more 
of it than any other 


city in the Union. 


Everybody's a cus- 
tomer in Washington. 


Buy Great Circulation 


Editor and Publisher 


TIMES-HERALD 262,216 
The STAR 210,256 
The POST . 167,261 
The NEWS . 109,694 


as of September 30, 1946 


Times a Bieralt 


WASHINGTON, D 


National Representative 


GEO. A. McDEVITT CO. 


sion buyers, he asserted, had pre- 
pared estimates showing prospects 
for the following merchandise vol- 
umes in 1947: 

Tires and tubes, $23,000,000, 
66% more than was sold in 1946; 
batteries, $4,700,000, up 36%; au- 
tomotive supplies and tools, $23,- 
500,000, up 34%; housewares and 
electrical goods, $11,100,000, up 
41%: sporting goods, $23,200,000, 
up 51%; building materials, $19,- 
600,000, up 43%: radios and sup- 
plies, $9,800,000, up 38%; appli- 


ances, $11,200,000, up 63%, and 

ranges, stoves and heaters, $6,- 

000,000, up 162%. 

Recording Firm Elects 
Frank <A. Lepore has_ been 

elected president of the new 


Eastern Radio Transcription & 
Sound Recording Corporation, 
Providence, R. I. Other officers are | 
William L. Cooper, Jr., vice-presi- | 
dent in charge of production; W. J.) 
Maxwell, vice-president in charge | 
of sales; C. W. Pine, secretary, and 
E. H. deSuave, treasurer. 


Advertising Age, February 10, 


Clark Joins Davis 


Robert Ferguson Clark, who has | 
been with Kiesewetter, Wetterau & 
Baker, New York, for the past six | 
years, has been appointed art di-| 
rector of Henry L. Davis Company, 
New York agency. 


Kennedy to Dowd Agency 


John E. Kennedy, vice-president | 
,and account executive with Harold | 
Cabot & Co., Boston, since 1938, 
has resigned to join John C. Dowd, 
Inc., Boston. 


| gears. 


Names Anderson Age 


Western Aircraft Tool Com 
Burbank, Cal., has named A 
son Advertising Agency, Lo: 
'geles, to handle the promoti 
its line of precision indi 
Business papers and 
mail will be used. 


Joe Bernard Appointe: 


Joe Bernard has been n 
national sales manager of S 
KOMA, 
tion KTUL, Tulsa. 
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Oklahoma City, and Sta. 


Of the 9 top 
cities of the 
deep South— 


; San Antonio 


, a ae ¥ _ 
ay ae ae a 
ie 


ze Pes t ee ae Pp i iS %5 shit is Ssiait e ba is 

_ = . LE oO 
bas ic 
bs | ; Wai 

sul | a ee 3c) | 
a Aive 

ee ny, n 

Sy es “Pe sa 

2 ore ‘er lin 
; An Ca 

Say AD Airway 

: lL of ‘ 

y ex it 
4 rla : ’ 
— z _ ha 10) 
am rect MS. 
’ ay yer iS 
a a, 
Neier - 
ae  % ve 
rane Ja an 
Agee 
es ; 
ak ne i.e 
bias ma er 
ee be named 
n = , - 
7 York, 
bs - - = 
We i 
Nt 
sae | a as 
% CA a el ees Rares 
: tis er uk ee Po et A Be 
ae Se i allel th ae BNE oe ang ae ee 
ra Sree” NEE Se SRR AU RE tate eg ae tM GE 2 
gues ine RISE Ae Ge pee ne ae Fae Pook i ma, 
ery ee . se gees EE OS eka gk a Re Say , 
j sce . . IB SO PRE NR wn Nee etree ati asa Ee 
es : Sy OEE ET ee ee 
ee io ae ee Pe ee 
ost Beet i 
7 sak a é.* 
th a Be Breer ht as oe 
: Bee Ae 
a ed ; eee 
fe ta ee Reagt E 
é eee: ps : > : 
: “tS om £35 , : p A Bie ek eee aha ee eS a 2 ; 
ad De < a eS al 
a oe ae = ae ee a 
eee aes = oe ee en, Ba: ate aes a i s 
\ eae 28 sea <t Pe Sut Sc ee aie i = i “ 
‘ aes SEC a via un ie fae Be Fy | mee eee ee, eaten eas in : 
% ees oe oo ail So By = ek Abe ea tage MN Bet aie ae ae ‘ 
Ee Rah | era = 7 ‘fom al Ie Sd “eo Sar Sane a. eae , 
1 ane a - ee: act ne Ti pea A, a a ? 
ae eke 6 aE ae Ly eels Penta eas .. aera See i 
7 eee Ne. 7 mk ee \Suamheotare a: We ay : ‘i apes ae : “ 
See & ja 2 pecs RS ie re ie i A ” Ses ne 
ae - Y ve oe Ene = ea 
gerne 3 eee Z Ree. eee roe aera oa aS 
het At ie . i 2 
$c 5 Fe . . Bee oe 
hers: oS a IS ae f 
pte a Sas ee . a “| 
ae ae ; ee ea age > 
e ye da So é ri: biectuls 
Bi Fs Se ee » Sel oo ee of 
m ey - a Pha ee 5 Shae 
ens co ae ee em Ss Poe. ae = 
ee as ay Sa coe le : cringe er 
: eco oes s Bae ; Na) 1 a, > 
yous ox Be Seong as y 
Sa Gy : nee ae js ae 4 2 3 . 

_ Sal Seaman St aera he si Baits 
pane eo gee? 3 Pe | Ee oe 5 Sopa : 
eine ane oe 2 ks a NR i a 4 a «CS 
. Cpt ek. oe meee aan eeea Caen RN ts he RR sae aa as a eR 2S RE Se Fe AR s', 3 4 Bac oe _ " 

i Beethro ae Oe mage a Pe ie : codestizy ee ser i «aes ed i 
Han, Be ee eS é aia Woes ae ree _Lvo i llamas PASM ei 
oo # ‘ occas ' ~ Sg aMaaai NRc = re Cee or ne eS ee ' 
aoe : 7 Sian sean a oe os IS 6 * Lm Be Br aa 
oo <, , , 3 ipa ae a ee > lig, ial a sii es sili: 2 a 
~ Ae : ier ‘ cae a Mea ea vicg eo aia oe =. a" a i 
i : q - 7 i ere i ns es oe Va es, ula ee ad Ge as 
RAR coke Seiad dee es 1s 3 eae reer hoo ge “ee as [ae ‘ 
ia tas ra a , Bo ere ae oe ee. - ee f a oo. ; 
ete 2 on Fs Bie - Si ah GES as ee Je ret “ee _ 1 
BR 58 — ath oe ae pre Bia le piart C2 re ee ae Se 6h C ; 
é ee : I : Bult ees 2p OR as RO. ne he 3 a > a | ae = oF a 
4 an ‘ P fe Jats ERS ante 7 rae ee 4 — il Pits s i 
a aia ' . ba at na IM te ; jae se» Sat p cg ba -— a 
fei: ! oe Mit 7 a: ee eae Pe ee 0 ee Be 
i me <7 “ : aoe | ne ot = “ Ye Bahr hs : ee, Ba oe Bo? £ 
» Sit j ool i? * ‘ ae ‘pce om aw ks ane oe He ces ia =, 5 eer cae mm 
4 + an i es a i a were oS! eo. ee : 
ae og : Ba <a = Se a. a oe) Oats > ee Bo oe 5 
F b EO c= ae m Ba ak 2 is ma re: a ere cae ist : 9 vom eS : i. 35 Se : 
a 1 ; at 7 Jee ie Sa ia ee ce, lo c.g aa) a B ye : 
= \ : J ee ae i a : fg ie, - — . ua > 7 > “AA Rere cae ee. ee ill eis 3 ¢ 
oa t Wort nies Sola a con BOP} to ae eee. Gs Aaa an oS - eae aire te 9 a ed { 
: t 2? Soa : i ' a “4 Bon be ad = a “i 4 aan q ae 
ae 7 : pe ie ‘eeu b=: - os! ee a Fase: + aoe. a 
: - 28 ee. seems ee ‘a aL ae: 7 0 a . 
7 ia Das eg og es ig RMS NES SA Sw 2 ao ee ‘| roe = ie oo : Ak a ae caine eI» ee er 1 ee F cee 
ae tt at : 3 Y Kena eee ¥ rr e5 aA =. ei 7 ~~ —- ats a _ = za 4 7 ~ w - = > st ea . Pie f : r aa a a oo mer a 
<2 z . Hose > cs A a hs al z 3 — ; wee Pea ae Sie Pe | es See = 
ste. os x 5 : is . ae 2 : We 5 <a % eae oo. popes Bite : 
; 3 4 % ? an + Deets ae 7 ©. eS ae —— coulis , ‘ Es * = le = 
: : 5 Teo. » gee aaa - om at eV of : he. eagle ” - Be 7 ie . ae d & ‘ 
: Paty: ; oe a ae eee —* p 2) ae ae ew Or ean ete = igate t fs 
pe NS yl) SS a o> Ce re emg ee 7 a rae eae ee = ala - a 
j i> RL FES LS Se bee soy SOSee ae fj jade jpler yheae = 
; is See ya aang <a = Sie Ms te le si \ ' it 
<2 oa = a er Ps Poa el “ 
* = at i nee eh. > wlan ind A 
ee ve a a a ted ella Ate. 
’ ea a > = yee ea caine am " Bay: - eee e 
vps Fo yen? io eae 0, pees 2 aoe ; i \) 
3 et rrr Sate te eee 5 Pe ‘ ; : ¢ 
ne ey Ao, ae ; lg #4, i .) 
aaa . LS - F e & 
nici, RC ee ae 
i. ovston = —C—~CS~— . 
se | 4 a » sea : € r) : 
7 i ae nis a = 
a a : ae ee i 4 é 5 
= “ i YT a a Or Ay of Be 
aig toes: ¢ ve oF 
~ AGS ie Ss - Y ¥ 
oes ; one .? # % 
J = _. aaa ' 
ee: ‘ a e /) 
ae ee “ 
Aba 7 wie ae 2 ah gi ee ee oe 
| pete Bh a ae ros | 
: ; = sr oe fas 5 is bps: = < 3 
; ed # a ate: rae a = 
; Sci, aan ; aan 
ei _— ee 
eee | i og Ue 
ee a “st ream a ee , 
: 4 SOs aot Tiron So 
l= ce Poms eas 
2am ‘eS 1 id 
=i ou c) eeaieas M 
: Se é oe 
_ - i co ‘ an a 146s a - ov 
ia | am as ae ¥ 
i | | STOR 
: Q 
‘ae P Ma ae = ‘ 
he; | 4 St eg see? ck ke % : fc Y Ree eaten cmmseen te co 
nm “y | W lites 7 t*4 OR ; 5 OR a Gy goog 
tens ial a fins ng “ eb $e of , ; 5 ai é er aR Se a DES gue ot a = 
a a nS i a SB Mt a 8 Byes ¢ : Re hice ae 
a | Nii aces ti inal cle ei Wha s Recah Seen BR ts Pee 
Are: She a 
: alee 
4 ¥ ! ee 4 
« 
ed 4 
* ] me I 
— 
~~ r aoe a a— 
4 % ~~ tins beatae — — . > 


110, iga; fe 4? rtising Age, February 10, 1947 . 15 
m 1 ‘APRA a year ago. and retail. tion, Washington, is chairman of 
Age icy whigee posh ci PR Group Plans Any person, firm, group, cor- Dr. Paul F. Douglass, president the APRA awards age ae 
Com) any per : a ae : poration, association or other or- of American University, is chair- | formation is available from -Ré 
d A er. vt meaner Snares, Work to Make Awards ganization “in the practice of pub- | man of the judges. Other judges headquarters, 1426 Eye St., Wash- 
Los An. A ays, and before that account) WasHINcron—The American lic relations” may compete for the are Admiral Harold B. Miller, |ington 5. 
am ial ex Leia “eo & ys Public Relations Association will cocky One need is to ts pre- a of Niue wre oa 2a 
ayo. joine rno . Brown -|recognize outstanding public rela- | sente or outstanding public re- stein, editor and vice-president, . 
and & on sing Agency, Miami, Fla. om performances red a fields of lations performances during 1946 Apvertistnc AGE; Drew Pearson, Starts New Bulletin 
SS activity at its annual convention |in the business of public relations, columnist, and Edward D. Madden, hath. te a Pea ef — 
; J ‘in Names Schacter in New York April 7-9. publications, radio, graphic arts, executive vice-president and gen- pe haatiabien “USCO News 
ntec a : Selection of the award winners government, industry, labor, agri- eral manager, American Newspa- | Casting,” to provide the foundry 
M nome ; Se ee oe is now under way, with entries culture, transportation, associa- per Advertising Network. business with news about the pro- 
of Station od aicedan Fain & ent New open until Feb. 24. Similar anvil- tions, Pan American, education, Benjamin F. Castle, executive | duction and uses of aluminum 
and Sta. vc - as its agency. ; shaped trophies. were awarded by religion, entertainment, research director, Milk Industry Founda-| castings. W. E, Mahin, chairman, 
; i'metals division, Armour Research 
Se Foundation, will edit the paper. 


Pickens Takes New Job 


Don Pickens, formerly with the 
national advertising staff of the 
San Francisco News, has been 
named manager of the California 
Newspaper Advertising Service. 


Alta Names Wakefield | 


Carl C. Wakefield Advertising 
| Agency, San Francisco, has taken 
|over the account of Alta Vine- | 


BUYING POWER yards, Fresno, Cal., recently re- 


. : Si fiel ild. 
Buying power in New Orleans more beasanes oe eee ee 
than doubled in the past 5 years 
according to a survey by the magazine 


Sales Management. | Nation’s Business | 
ts MORE | 


than any other | 
business magazine! 


INCOME 


Effective income in New Orleans is 
higher than the U. S. average —- and 
increasing faster. In 1945, the nation- 
al index was 226 compared with the 
New Orleans index of 262. 


RETAIL TRADE 


Retail trade in New Orleans increased | 
29°% in the first half of this year as 
compared with the same period of | 
1945. This increase is greater than 

average for the U. S.** 


MORE presidents, | 


general managers, board 
chairmen— 


New Orleans is 


Ist 


in both wholesale 
and retail sales — 


INDUSTRY 


New Orleans industry continues to 
grow in spite of lost war production. 
New Orleans now shows an index of 
146 as compared with an index of 100 
in 1939. This year, 30,000 more in- 
dustrial workers are employed than | 


in 1940, | 
| MORE executive 


subscribers in every in- 


| MORE executive | 


subscribers in every busi- | 
ness classification— 


bs Iw 
se 
ie, 
gen 
he 
ie i$ 
cS 5 


Folks turn first to— 
dustrial area— 


| | 
MORE executive 


“Source: Sales Management. 


Vap shows rank in wholesale sales. 


Retail sales rank: 


1. New Orleans 5. Memphis fe ; . 
2. Houston 6. Miami P subscribers in every pop- 

3. Atlanta 7. Birmingham dehiir: NEW ORL EANS i P 

4. Dallas 8. Fort Worth A DEPARTMENT OF LOYOLA UNIVERSITY ulation group— 


9 San Antonio 


*Dun’s Statistical Review. 


50,000 Watts---Clear Channel---CBS Affiliate | | 


Represented Nationally by The Katz Agency, Inc. 
MORE total paid 


oo ee ke cee ~ circulation at the lowest 


4 | cost per thousand— 
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16 
Joins PR Institute | 


Jack Yarmove, formerly with 
Young & Rubicam, New York, has 
joined the executive staff of the 
Institute of Public Relations, New 
York. 


SIGNS OF LONG LIFE’: 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 

Artkraft® Manufacturing Corporation 

900 Kibby St., Lima, Ohio, U.S.A. | 


“Tredemorks Reg US Por OF 


Joins Ketchum, MacLeod 


Arthur Brammer, formerly an 
account executive with Batten, 
Barton, Durstine & Osborn, has 
joined Ketchum, MacLeod & 
Grove, Pittsburgh, in the same 
capacity. 


Allie Takes New Post 
Roob H. Allie, public relations 
director of the Michigan Railroads 
Association, has been appointed 
vice-president and general man- 
ager of Michigan Manufacturer 
and Financial Record, Detroit. He 
will continue temporarily with the 
railroad association as consultant. 


Your advertising to a 


the most profitable medium 


most profitable field through ret £ 
w 


will produce the best results 


or o 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


AAR Shuns Answer 
to Young Charges; 


Fletcher Refained =: 


| 


Cuicaco—No discussion of| 
Robert R. Young or his criticism | 
of the Association of American | 
Railroads took place at the AAR | 
board of directors’ meeting here 
Jan. 30-31, Robert S. Henry, as- 
sistant to the president of the as- 
;sociation, declared after the meet- 
ing. 

Neither was there, he said, any 
endorsement of the Bulwinkle Bill, 
now before Congress, to exempt 
railroads from anti-trust laws. The 


|railroad industry is too obviously 


Advertising Age, Febrvary 10, | 47 


on record now in favor of it, Mr. 
Henry declared. 

Mr. Young, chairman of the 
Chesapeake & Ohio, recently went 
on record to oppose passage of the 
bill (AA, Jan. 13, 20). He has 
criticized the AAR and major rail- 
roads for failure to modernize 
equipment, failure to advertise ex- 
ensively and other “failures.” Re- 
cent statements that Mr. Young 
intended to form a competitive 
rail association, Mr. Henry pointed 
out, extend only to promotional 
and related activities and do not 
include withdrawal of the C&O, 
Pere Marquette and Nickel Plate 
Road from operational activities of 
the AAR. 


Plan No Direct Reply 
Although Mr. Henry and R. V. 


Fletcher, president of the AAR, |! 


said the association will not reply 
directly to the attacks made by 


|in favor of the bill to need to go Mr. Young, individual railroad ex- 


Set a Pottery Table... Get out 
the handsome, new, bottle-green 
earthenware, match it with 
accessories such as the woven reed 
mat, heavy footed tumbler, plaid 
napkin. Choose Gorham Nocturne” 
for the silver service, add pottery 
and copper items to the table . .. 


Whip up a Meringue... Beat eggs 
until foamy and slightly stiff, add 
sugar; when whites are still shiny 
and moist, top the pie. Brown 15 
minutes in preheated oven. .. cool 
at room temperature, no drafts... 


Shop for New Things... Look at 
the shiny new plastic clothespins. . . 
a glass roaster with a top that can 
be used as a sizzling platter... an 
automatic washing machine that 
washes, rinses, and damp-dries in 
one continuous cycle... 


Stuff the Guinea Hen... Cut bread 
in small cubes, add seasoning, 
onion, eggs, and nuts. Pour giblet 
stock over mixture, toss lightly with 
a fork. Stuff the bird... 


Sew a Nightie for the Bride... 
Pick a pastel sheer and satin ribbons 


for drawstrings, follow the pattern. .. 


Preview the New Movies... 
Buy books, replenish hand lotion 


and cleansing cream... 


And so To Bed... Scrub nose 


nd water: give face good 


with soap a 


sudsing with mild soap and apply 


turn out the lights 


night cream 


al 4a ; P 
My Day, by the farmer’s wife... 

The farmer’s wife, on the better farms, is as busy as any 
adman’s wife, child-raiser, dinner-chef, and bridge-companion. 
The content of her crowded calendar can be gauged from the 
items listed in any issue of SuccessFuL FARMING, guidebook 
to better living in the nation’s. best farm homes. 

SuccessFUL FARMING reaches the wife as well as the husband 
... in the country’s richest farm homes, where push buttons, 
electric gadgets, and the latest mechanical appliances give 
leisure and a lift .. . lighten the chores, give time for fun and 


pleasurable living. 


Reaching more than 1,200,000 families, in the heart of 
Agriculture, where farmers have the top cash incomes, largest 
vields, biggest property investments, SUCCESSFUL FARMING is 
the first medium in the first class market in the country today! 
For more data, call any SF office . . . SuccessrFuL FARMING, 
Des Moines, New York, Chicago, Detroit, Cleveland, Atlanta, 


San Francisco, Los Angeles. 


ecutives will answer those cha. ‘¢. 
from time to time. An artic) 
Mr. Fletcher in answer to s: »¢ 
although not mentioning ‘|, 
Young by name, will appear in 4¢ 
March Atlantic Monthly, \{y 
Fletcher disclosed. 

| Meanwhile, Gustav Metz 

| president of the New York Ce; 
|said here that he has no know]. ge 
of reported attempts by Mr. Yo ino 
to gain working control of 
railroad. 


Has 5% of NYC Stock 


“All we know is that Young 
purchased some stock —that we 
learned through the newspape s,” 
Mr. Metzman declared. Those c- 
counts told of announcement by 
Cyrus Eaton, Cleveland finan ie, 
and associate of Mr. Young, that 
the C&O chairman has acquired 
| total of 309,500 shares of New York 
|Central stock, or 4.8% of the total 
|shares issued. 

The board did not, as expected. 
elect a successor to Mr. Fletche 
|}at the meeting here. Mr. Fletcher 
|indicated he will continue in the 
position for the remainder of 1947 
He became “interim” president 
\last November following the death 
of John J. Pelley, but indicated 
then that he would serve only unti! 
a permanent successor could be 
named. 

Mr. Henry reiterated the an- 
nouncement made recently that 
'the AAR this year will spend $1.- 
574,000 for advertising and public 
relations. The budget is greater 
than that last year only by the 
amount necessary to meet higher 
magazine space rates. The adver- 
tising portion accounts for about 
two thirds of the budget. 


Daily Gets Helicopter 


The Journal, Portland, Ore., has 
announced the purchase of a heli- 
copter with delivery expected i) 
March. Joseph Stein, ex-Navy 
flier and staff reporter, will fly 
the craft. The Journal has re- 
quested permission from the city 
council to use its roof as a land- 
|ing field. 


| Open Winnipeg Agency 
| Stewart-Lovick Ltd., Varicouver 
|agency, has opened an office in 
| Winnipeg to be known as Stewart- 
|Lovick & Macpherson Ltd. E. G 
| Macpherson, vice-president, was 
'formerly associated with J. J. 
|Gibbons Ltd., Winnipeg. 


Sing’s in Canada 


Copy for Sing, cleanser fo: 
dishes and glassware, made by 
Hood Chemical Company, Pitts- 
|burgh, is appearing in Canadian 
daily newspapers through the A\l- 
| bert Jarvis agency, Toronto. 


Joins Simon & Smith 

| ©. Robert Hartwig Jr., formerly 
advertising manager of the Gen- 
eral Tool Company, Portland, Ore., 
has been named production min- 
ager of Simon & Smith, Port] nd 
| agency. 


Shaw Boosts Casterline 
| Richard P. Casterline, proc ic- 
tion manager, has been appoir ‘ed 
account executive of the S)\ 
Company, Los Angeles agency) 
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Zoom Plugged Nationally! Names Wilson, Haight 


Fisher Flouring Mills Company, | 


Plastic Wire & Cable Corpora- | 


Seattle, will promote Zoom, in-/| tion, Jewett City, Conn., has ap- 
stant hot cereal, nationally, begin- | pointed Wilson, Haight & Welch, 
ning in February in the Ladies’ | Hartford and New York agency, to 


Home Journal. Pacific National 


handle 


its 


advertising. Trade, 


Advertising Agency, Seattle, is| business and consumer media will 


the agency. 


be used. 


OFFICES IN PITTSBURGH AND 


MONRoz 7080 


NEW YORK 


British Exports 
‘Cause Ad Drop 


Lonpon — Advertising in busi- 
ness papers and consumer pub- 
lications in England is showing a 
drop in volume. The drop is blamed 
principally on Britain’s policy of 
exporting most of its production, 
leaving very little to be sold on 
the home market. 

Industrial difficulties, including 
scarcity of coal, unsettled labor 
conditions and other uncertainties 
caused by “nationalization plans,” 
have made advertisers more care- 
ful in their selection of media and 
highly conscious of the per copy 


| cost. 
| 


Lynn Johnson Promoted 
Lynn H. Johnson, who joined 
| Minneapolis-Honeywell Regulator 
Company, Minneapolis, in 1933, 
and returned following Army 


|service, has been appointed sales | 


|manager of the gas controls divi- 
| sion. Since the war he has been 
|assistant to the regional manager 


‘in the Cleveland office. 


| 


Advertising Age, February 10. 


‘Launches ‘Protective 


Packaging Contest’ 


Entries are being sought in the 
first “Protective Packaging Con- 
test” sponsored by the Industrial 
Packaging Engineers Association 
in connection with its second an- 
nual industrial packaging and ma- 
terials handling exposition in Chi- 
cago April 29-May 1. 

Awards will be judged on fac- 
tors of safety, conformance to car- 
rier requirements, ingenuity in use 
of materials and methods, ease of 
handling and economy. Irving J. 
Stoller, vice-president, Bradner 
Smith & Co., Chicago, is chairman 
of the eontest judges. 


Children’s Wear Bows 


Simon & Mogilner Company, St. 
Paul, is sending to more than 2,500 
retailers a smartly designed packet 
of promotional material for Scien- 
tifit, the trade name under which 
the company is selling its Plapet 
Togs, children’s and infants’ wear. 
The packet contains newspaper 
mats, store display material and 
other sales suggestions. Manson- 
Gold Advertising Agency, Minne- 


|}apolis, handles the account. 


If an orchid is called for, a dozen daisies won’t 
do. And likewise. . 


maker, there’s small profit in spreading your 


. if your market’s the home- 


advertising story before bobby-soxers, maiden 
aunts or couples in rented rooms. 


That’s why smart advertisers—of foods and 
furnishings, household equipment and building 
materials—find their best buy in the pages of The 
American Home. Here you reach 2,500,000 adult, 
suburban, purse-ample homemakers—and no one 
else. And you talk to them when they're in a home- 
thinking, home-fixing, home-planning mood. 


For only people who are making homes buy 
American Home. Only people who are running 


homes read it. To them, it’s more than just an 


FOR 2,500,000 HOMEMAKERS... 


| “AMERICAN | 


there's no magic in mere numbers 


entertaining magazine. It’s a homemaking hand- 
book—a well-thumbed guide to more comfort- 


able, exciting, enjoyable home life. 


American Home readers not only read, but 


respond. They act on the ideas and suggestions 


they find both in the editorial columns and in the 


advertisements. Every month they send in thou- 


sands of dimes, quarters, dollars for American 


Home recipe files, decorating plans, handicraft 


patterns. And they run up surprising totals, too, 


for our advertisers’ booklet offers—as many as 


30,000 per ad for one manufacturer. 


This, then, is the kind of reader magic The 


American Home offers. How soon can you put it 


to work for your product? 


Lamson Spread 
Will Devote Ful. 
Page to Coupon 


CLEVELAND — Lamson & Se 


as 


949 


’ 
’ 


Company, in advertising its s 
purpose industrial fasteners ang 
other products this year, wil em. 
ploy spread ads in which th: ep. 
tire left-hand page will ‘a 
coupon. 

The unique ads, in color. wij 
appear in business papers anc mj]! 
supply, railway, hardware, © uto- 
| motive, export and other trade 
publications. The bleed spreads 
will, on the left-hand page, picture 
a full range of nuts, bolts, screws 
and allied products, while the 
right-hand page will spotlight one 
product each month. 

The left-hand page will carry a 
space for the name and address of 
the prospective customer who de- 
sires a booklet offered on L&s 
products. The cover of the book- 
let will show the same illustrations 
that appear on the page. Prospects 
will be asked to circle the prod- 
ucts in which they are most inter- 
ested; when they receive the book- 
let, these products will also be 
circled on the cover. 

The full-page coupon idea was 
worked out by A. E. R. Peterka, 
advertising manager of L&S, and 
John Hickox, of Belden & Hickox, 
'agency handling the account. 


De Soto Expands 
Singing Commercials 


De Soto division of Chrysler 
Corporation, Detroit, one of the 
first automobile companies to use 
singing commercials, has _ sched- 
uled a new airing to start soon in 
key cities. Expanded coverage is 
planned to follow sponsorship of 
| the spots through the firm’s dealer 
cooperative program. Batten, Bar- 
ton, Durstine & Osborn, New York, 
is the agency. 


Buckeye Forms Affiliate 


Buckeye Aluminum Company, 
Wooster, O., has organized an af- 
filiate, the Duralux Company, for 
'the manufacture and distribution 
|of housewares and electrical ap- 
|pliances. Ross K. Shoolroy, pres- 
\ident of Buckeye, is president of 
|the affiliate. J. E. Fishelson, for- 
merly general sales manager of 
the Hill-Shaw Company, is execu- 
| tive vice-president. 


(N. Y. Printers Get Boost 


The Printers League, New York 
|;employing printers group, and Ty- 
|pographical Union 6, on Jan. 30 
|concluded negotiations on a con- 
‘tract which terminates Dec. 31, 
'1947. The new contract calls for a 
23.4% pay increase, three addi- 


tional holidays, and an increase of 
apprentices to journeymen from ! 
ito 10 to 1 to 8. The New York 
contract establishes comparable 
|standards to those negotiate’ in 
Chicago. 


Promotes Black Satin 


Angelique & Co., New York and 
Wilton, Conn., is promoting | ‘ack 
Satin perfume, recently introd iced 
nationally, in fashion magazines 
supported by a mat service n¢ 
complete dealer aid program. The 
Gravenson Company, New Y« 
the agency. 


LOOK IT UP in 


CONSUMER MARKETS EDITIO! 
* 
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The New York Times Magazine is read in more than a million homes in 10,000 cities 
and towns in every state of the forty-eight... that’s national circulation. 
There’s an added advantage, too. Nucleus of The Times Magazine’s circulation is in 


an 
_— 


the heavily populated Eastern States where selling power is needed most, where many | 
magazine circulations run thin. Yes, The New York Times Magazine is a magazine to remember, 
and include, on almost every magazine advertising schedule. 


ae The New York Times Magazine 
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Carroll Joins Tyson 


John H. Carroll, formerly with 
Webner Advertising Service, New- 
ark, and a staff sergeant in the 
Army during the war, has joined 
an account group of O. S. Tyson & 
Co., New York industrial adver- 


Point of Sate ]APE 


PRINTED © CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLDG., —— YORK, PA. 


tising agency, to handle production 
liaison and traffic duties. He is the 
son of Harry M. Carroll, advertis- 
ing manager of the Hyatt Bearings 
division of General Motors. 


G-E to Deliver First 
Video Sets This Month 


General Electric expects to be- 
gin distribution early this month 
of one of three video sets it plans 
to produce. The company’s first 
set will be a direct-view console 
with a 6x 8-inch picture and an 
AM radio band, and will sell for 
about $475. 

One of the other models planned 
by G-E will have a phonograph 


,and FM bands as well as AM and 
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video and will sell for about $750. 
|The third model will have all these 
features plus a projection screen 
'showing a picture 142 x2 feet;, 
‘this set will retail for something 
over $1,000. 


‘Sport’ Ups Guarantee 


Macfadden Publications, Inc., 
New York, has increased the circu- | 
lation guarantee on Sport from 
300,000 to 400,000 with a propor- 
tionate increase in advertising 
rates, effective with the May is- 
sue. The increase in guarantee is 
|the second made by Sport in the} 
last three months. 


For 24 Consecutive 
Months, Tacoma Tops All Washington 
Cities in Sales Management Index 


- 
oo 
geoooer”® 
- 
- 


- 
- 
ooo? 
pooovoe? 
-- 
esooe® 


- 
oer" 
eoore*® 
- 
oo 


The lower Puget Sound Country (Tacoma-Seattle 
area) does more than 50° 
business. If you aren't in the News Tribune, you 
aren't covering this market! 


All through 1945. 

again in 1946, Tacoma 
placed first every month in 
Sales Management's authoritative 
“Index of Retail Sales and Services.” 
Added proof that Tacoma is a “must” 
on every Pacific Coast newspaper list! 


The Tacoma 
News Tribune 


81% Coverage of Tacoma-Pierce County 
- Washington's Second Market! 


For coverage in the 
Puget Sound Country 


PLANNERS—Going over Pontiac distribution plans for 1947 are (left to right) eal 
Paul R. Warmee, advertising director; Harry J. Klingler, general manager, anc A 

L. W. Ward, general sales manager of Pontiac Motor division. MacManus ile: 
John & Adams, Detroit, is the Pontiac agency. sor 

ieee 

; GF Promotes Thurston ert 

Short Films Best General Foods ced ge New a 

7 York, has romote ave W , 

Ad Medium, Users | Thurston, jevunariy with the retail! Eve 
= ‘planning group of the sales di- as ( 

Report in Survey vision, to assistant export adver- issu 
_|tising manager. ter 
CoLorapo Sprincs—Nearly half Hot 
lof the advertisers using theater | <a 
film advertising rank it more valu- | ; O 
able than any other media they | 5 ion 
now use or have used in the past, | i 1 ext 
according to a survey conducted | ais 
|recently for Alexander Film Com- | es 
|pany here. é per 
| The company, which produces | 4 C 

'about 200 short-length advertising | 


films monthly, is the largest of its | 
kind. The survey, made of 422 heise 
clients in six cities, was conducted | ae ; 
by the market research division of P 
|Hooper - Holmes Bureau, New ' "OICIT: a 
| York. | 

| The survey shows that, of those | : ) } 
|questioned, 74.2% “definitely at- | 
tributed sales to movie advertis- | wl, 
|ing,” with the remainder doubtful; wes 
|97.6% report that theaters show 

‘their films regularly, and only | 2-00 Ge 


2.4% register complaints about ob- | B 


taining showings. About 70% 
ae 
Tie Pitan eT RA TED 


‘have used the medium for at least 
la year. 
epasine af 4. aa 
B ASE! gi 


| they have used, 48% consider film 
advertising the most valuable; 
30.1% give newspapers the highest 
|rating; 11% consider circulars and 
direct mail most valuable; 5.5% 

consider radio most valuable, and 
other media were ranked first by 
| 5.4%. | 
| The survey was made in Rich- 
/mond, Va.; Grand Rapids, Mich.; | 
| Dallas; Enid, Okla.; Corpus Christi, 
Tex., and Portland, Ore., to sample eS Bee 

the approximately 18,000 advertis- Noten Mone, 7 
ers served. a ® 


| Of 378 who rank various media 
atte 
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| Hennessy Leaves BBDO 
to Join Storecast 


George H. Hennessy resigned 
Feb. 1 as grocery store merchan- 
diser for Batten, Barton, Durstine 
& Osborn, New York, to become 
vice-president of the Storecast 
Corporation of America, New 
York, an organization promoting 
an intra-store broadcasting system 
for supermarkets. 

Tested out last spring in Hart- | 
ford, Conn. (AA, April 1, °46), 
“store-casting” by the SCA is now 


500,000 


MINIMUM 


Le oe | ere 
Bridgeport, Stamford and Nor-| C | RC U LAT | 0 N 
walk, Conn., and _ Springfield, 


Mass., with 33 grocery manufac- Four dynamic sports-picture 


turers sponsoring commercials annuals spread your advertis- 
which are interspersed with wired ing over a whole year at sur- 
music. SCA, headed by Stanley prisingly low cost. Estimated 
Joseloff, formerly of the Biow 6 to 10 readers per copy— 
Company, now is planning na- every issue a sell-out—each ts 


timed for longest possible 
pulling power. Interest in 
spectator sports now at all 
time high assures continued 
growth in effectiveness. Write 
today for full details. 


he 


tional expansion of its operation, 
it was announced. 


— N. Y. Staff 


W. B. Taylor, who has been with 
the home office of Farm Journal, 
Philadelphia, since his discharge 
from the armed forces a year ago, 


, of Washington State's 


has joined the New York sales 
staff of the publication. Edward 
Pachuta, who was on the New 


York sales staff of Farm Journal 
before entering the service several 
years ago, and who joined the 
Pathfinder sales force on muster- 
ing out last year, has been trans- 
ferred to the Farm Journal staff. 


ELBAK PUBLISHING CC 
\ Pert B-117, Mt. Morris, !! 
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\dmiral Radios, 
tefrigerators Get 
siggest Promotion 


Cuicaco—In an all-out mer- 
andising drive beginning shortly 
id extending through the re- 
ainder of 1947, Admiral Corpo- 
ition, maker of Admiral radios 
ead Admiral Dual-Temp refrig- 
erators, will use national maga- 
yines, Newspaper copy in coopera- 
ton with dealers, spot radio and 
itdoor advertising. The ’47 cam- 
paign, estimated at an over-all 
cost of $3,000,000, exceeds last 
vear’s by about 50%. 

Admiral plans to launch at its 
sales convention here March 14-15 
something entirely new in radio,” 
according to Seymour Mintz, ad- 
vertising director. For its new 


in Collier’s and The Saturday 


ter Homes & Gardens, 
Housekeepina, McCall’s and Par- 
ents’ Magazine. 

Outdoor advertising will be used 
from coast to coast, as well as 
extensive cooperative newspaper 
advertising with local dealers. 
There will also be spot announce- 
ments on local radio stations. 

Cruttenden & Eger is the agency. 


Standard Brands Spots 
Jingles on Italy Radio 


Singing commercials will soon 
make their debut on the Italian 
radio. A series of jingles, sung in 
Italian by Elsa Miranda, the Chi- 
quita Banana girl, has been re- 
corded by the National Broadcast- 
ing Radio-Recording division for 
Standard Brands’ Royal baking 
powder and will be distributed to 
SIPRA (the Italian Network) sta- 
tions in Milan, Turin and Genoa. 

The same series already has 
been recorded in Spanish and Eng- 
lish and widely distributed in 
South America and the British 
West Indies. 
Radio Ltd. is placing the Italian 
commercials. 


Mary Marsh Appointed 


Mary Marsh, free-lance writer 
and style specialist, has joined 
Market Research and Advertising, 
Inc., New York, as secretary-treas- 
urer and director of women’s ac- 
counts. 


Beyer 


Roc'ford has proved its worth as a test 


cit nany times because advertisers rec- 


ognize its perfect setup. A prosperous 
mar et with 345 manufacturing plants, 
aro> agricultural area, mid-west location, 
» city large enough for a thorough 
yet not too large from a cost stand- 

Include Rockford in your plans! 


Ct the Top in Yibinois 


te 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
OPOLITAN POPULATION 


Fremantle Overseas | 


‘Detroit Chapter Elects 

| Dr. Albert M. Lee of Wayne 
| University has been reelected 
| president of the Detroit chapter of 
'the National Association of Public 
|Relations Counsel. Calvin Patter- 
son, vice-president, Michigan Bell 
Telephone Company, was elected 
vice-president, and William L. Mc- 
|Gaughey, public relations director 
of the Automobile Manufacturers 
Association, was reelected secre- 
tary-treasurer. 


Fashion Brands Show 
Planned for New York 


Exhibitions of Fashions, Inc., 
New York, will hold an Exposi- 
tion of Fashion Brands, highlight- 
ing to the consumer all apparel 
land accessory branded products 
\that can be purchased by name in 
stores throughout the country, in 
|Grand Central Palace Oct. 27 


| 


through Nov. 1. The exposition 
| by manufacturers for consumers is 
| the first of its kind, and will cover 
all four floors of the Palace. Ex- 
hibitions of Fashions, of which 
| Arthur Tarshis is president, is also 
'presenting the International Ex- 
position of Textiles, Trimmings 
and Factory Equipment at the 
Palace from June 2-7. 


‘Reimers Adds Two 


Aberle, Inc., Philadelphia, manu- 
facturer of women’s stockings, and 
Morton Sundour Company, New 
York, decorative fabrics, have ap- 
pointed Carl Reimers Company, 
New York agency. 


To Stone-O’Halloran 


Stone - O’Halloran, Milwaukee, 
\has been named to handle the ad- 
|vertising and publicity of Eagle 
' Magazine. 


} 


ase Setter FARMING 
METHODS 


AN 
a CCA Circulation — 
WATT Publishing Co., MOUNT MORRIS, ILL. . . 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 
Need we say more? 


17,000 


products, Admiral will use spreads | 


Evening Post during May, as well | 
as other copy to appear in early | 
issues of American Magazine, Bet- | 
Good | 


ee — 


all business rs local 


AD IN BACKGROUND IS ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING, A 


a q 
a 


Advertisers (maybe you're one of them? ) 
often think of themselves as “national” 
advertisers. They make the same advertising 
effort the country over. Yet two recent 
brand preference studies show that a 
nationally advertised packaged food product 
is bought by 30% of the families in one 
city, by only 13% in another. 


That’s because markets (your markets, too) 
differ as people differ . . . in tastes, in 

reading habits, in buying habits. The one 

sure thing in advertising is that every sale 

you make is a local transaction...alocal — 
consumer buying froma docal dealer. | 


That's whatunekes sail 
-» efleetiyeal 
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Yale Seeks Small | 
Town Outlets as 
Result of Survey 


STAMFoRD, Conn. — Plans of the 
Stamford division of Yale & 
Towne Mfg. Company to expand 
its distribution will be largely 
based on a recent survey indicat- 
ing that the largest market for 
building materials is in cities of 
less than 50,000 population. 

The division, manufacturer of 
locks and builders’ hardware, is 
planning the largest expansion 
program in its 79-year history, 
Mark A. Miller, assistant general 
manager, has revealed. 

Greatest effort to widen dis- 
tribution, he said, could be made 
by addition of small town retail 
lumber yards. He pointed out 
that 66% of all homes built in 1941 
were located in 16,000 towns of | 
less than 50,000 population. 

The plan for expanding the 
number of outlets, Mr. Miller as- 
serted, will not disturb the dis- | 
tribution of Yale hardware through | 
its present 32,000 outlets. 


Club Aluminum Breaks 


Waterless Cooker Ads 


Club Aluminum Products Com-_ 
pany, Chicago, has launched a cam- 
paign of four-color bleed page and 
half-page advertisements in na- 
tional magazines promoting its 
Hammercraft waterless cookware. 
The schedule, to run _ through 
June, includes Better Homes & 
Gardens, Bride’s Magazine, Ladies’ 
Home Journal, Life and McCall’s. 

In addition, the company will 
run a series of black-and-white 
pages in What’s New in Home| 
Economics, offering a four-color 
wall chart on “full-flavor cook- 
ing.” This same theme charac- 
terizes the magazine series. Leo 
Burnett Company is the agency. 


‘Journal’ Ups Price 

Sunday editions of the Journal, 
Providence, R. I, have been 
boosted to 15 cents, effective Jan. 
26. The morning Journal and 
evening Bulletin remain un- 
changed in price. 


Gets Beer Account 


Louis Ziegler Brewing Company, 
Milwaukee, has appointed Dozier- 
Graham-Eastman, Los Angeles, as 
its agency for the Pacific Coast. 
Outdoor posters, newspapers, car 
cards, trade publications and point 
of sale advertising will be used for 
Ziegler Bavarian pale and Ba- 
varian dark beer. 


: 


DALLAS 


FOLKS 
WANT THEIR 


o: HOME 
i TOWN 
| NEWS 


me GET 1 


Local news is covered generously, the 
same day it happens, in The Dallas 
Times Herald, an evening newspaper. 
For news of their city, Dallasites turn 
regularly to Page 1, Section 2, of The 
Times Herald. 


The Dallas Times Herald has the great- 
es? circulation of any newspaper in the 
prosperous twenty-county Dallas ABC 


~ THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 


Represented by 
THE BRANHAM COMPANY 


Color Films Available 


terial in color. Duplication can be | 
made of 35mm. films, and also | 
35mm. sizes from 16mm. originals. 


Joins Petroleum Paper 

Russ Henriquez has_ resigned 
from the Chicago staff of the Texas 
Daily Press League to take over 
midwest representation of Petro- 
leum Processing, Cleveland. 


‘Mack Units Move Account 


' Houston Color Laboratories, | 

Hollywood, has announced com-| York, has switched advertising on 
pletion of its facilities for duplica- | 
tion of any original camera ma-'| 


Mack Mfg. Corporation, New 


its bus and fire engine divisions | 


from McCann-Erickson to Doyle, 
Kitchen & McCormick, New York. 
McCann-Erickson will continue to 
handle Mack truck advertising. 


Telechron Boosts Two 
David Blair Jr., with Telechron, 
Inc., Ashland, Mass., in several 
executive sales positions, has been 
promoted to general sales manager 
in charge of sales and advertising 
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activities. Russell T. Woodward 
has been promoted from district 
manager in charge of the central 
district, Cleveland, to manager of 
Standard Clock sales, with head- 
quarters in Ashland. 


Form Video Agency 


A new agency, Sackett & Prince, 
has been formed at 681 Lexington 
Ave., New York, to produce and 
place both television shows and 
commercials. More than 18 shows 
are planned for 1947. Barney 
Sackett is general manager and 


Harold Prince is head of the a 
vertising and public relations d 
partment. Michael Prince is spo; 
director and Pauline Sharpe, wr 
ing director. 


Aldens Adds Store 


Aldens, Inc., Chicago, has pu 
chased Breeden & Co., Bloomir 
ton, Ind. store, as the eighth w 
in its retail chain operactsn. 
Stern, former merchandise ma) - 
ager of Aldens’ store in Kankak; 
Ill., has been appointed manag. - 
of the new outlet. 
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Copy Breaks for 
Luxury Cruises 
or Former Yachts 


\TTLE — Eight-day summer 
lux ry cruises, believed to be the 
qrs. ever run on the Pacific Coast, 
wil. be promoted this month in a 
nev spaper campaign covering the 
pri cipal cities of the U. S. and 
eastern Canada. 

The cruises will be conducted 


_ 


|aboard two of the more famous|of which carries 85 passengers, 


|yachts of modern times, the Cor- 
sair, once the property of the late 


.|J. P. Morgan, and the Orion, for- 


merly owned by Carl Julius Forst- 
mann. Both have been purchased 
and are being operated by Skinner 
& Eddy Corporation, operator of 
the Alaska Steamship Company. 
Newspaper copy, through J. Wil- 
liam Sheets, Seattle agency, is di- 
rected at vacationists. National 
magazines may be added later. 
The advertising for the ships, each 


stresses luxury cruising and com- 
fort. Summer cruises will run 
from Vancouver, B. C., to Alaska, 


while winter trips will be ex-| 


tended from Southern California 
to Mexico and Central America. 


Iowa Ad Group Formed 


The Sioux City Advertising 
Club, Sioux City, Ia., has been 
organized with A. W. Zahrte of 
General Outdoor Advertising 
Company, Sioux City, as president. 


‘Plans Glassware Line 


| The Becher Corporation, Man- 
| chester, Conn., plans to market a 
|new line of glass houseware goods, 
including coffee makers, double 
boilers, teapots, kettles and sauce- 
pans, under the trade name of 
| Ritz Brand fireware. 


Pet-Agree Appoints 

Animal Food Products, Inc., 
Philadelphia, packer of Pet-Agree 
dog food, has appointed J. M. Korn 
& Co., Philadelphia, to handle its 
account. 


yperhaps... 


BUT WILL IT SELL PUMPS? 


G 


‘Way back when we were first exposed to this business of advertising, they used to say that 


an easy way to remember the four things an ad was supposed to do was to think of the 


opera, AIDA. That meant: A for Attention, I for Interest, D for Decision and A for Action. 


Maybe the luscious lovely over yonder might attract attention; she will probably arouse 


interest too. But can she (and the copy that accompanies her) sell pumps? 


The moral to all this is obvious: Today it 1s more important than ever before to gear 


your copy to your product and to its potential purchasers uf you want your business paper 


advertising to bring results. 


Properly selected business papers provide a ready-made audience and white space 


in which to tell your story. How you tell it is squarely up to you. And so are the results. 


Copy that «speaks the language” intelligently and effectively in the McGraw-Hill 


publication that is edited for the buying influences in your market provides an 


T~- 


(OMPANY 


He iquarters for Industrial Information 


33. West 42nd Street—New York 18, N. Y. 


advertising combination that’s hard to beat for results. 


ASK YOUR McGRAW-HILL MAN for a copy 
of “When the Curve is UP,” a booklet that explores 
the interesting problem of what sound advertising 


can do to lower the unit cost of sales. 


» SRL. 


123,000 
PEOPLE 
LIVE WITHIN 
10 MILES OF 
DOWNTOWN 
GREENVILLE 


Established in 1865, 
Greenville city limits 
have never been 
increased from 1% 
mile radius. There- 
fore, the official 


population is shown 
at 34,734. 


Greenville is an “A” 
schedule market. . . 
trading center of 
South Carolina’s 
leading county in 
1945 Retail Sales. 
($73,645,000) 


Greenuille News 
GREENVILLE PIEDMONT 
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; |of the Brake Shoe Castings divi- 
Conway Gets Promotion |sion of American Brake Shoe 


vice-president in the sales depart- Chicago. Ralph L. Robinson, dis- 
ment, has been appointed vice- | trict sales manager of the division, 
president in the sales department will become assistant vice-presi- 


dent in the sales department. 


ITS GROWER-READERS | pc Honors 100th Year 


38°, nation's apples 


37%, nation's cherries 


. * : i 
1135 $. E. SALMON ST. * PORTLAND 14, OREGON | Paper’s 100 year history. 


| “Chicago Tribune: Its First 
90%. nation's winter peors | Fiundred Years” (Vol. III) by 
ak cota: inate |Philip Kinsley, published Feb. 10, 
98%, nation's filberts | contains reproductions of old Trib- | 
Write for full story |une pages and rare photos of the 


tions of Koppers Company, Pitts-|the production department. 
burgh, succeeding R. H. McClintic, | 


who has resigned to devote his | : 
time to other business interests in| WFIL Appoints Hunter 


Pittsburgh. Armand Hunter, chairman of the | 
_department of radio, speech and | 


Advertising Age, February 10, 947 


am ; laff & Prichard Art Studios, Mil- 
Kop pers N es Winslow fr akee. has joined the staff of 


Ralph Winslow has been ap-/| Frank H. Bercker, Milwaukee ad- 
|pointed director of public rela-| vertising art counsel, as director of 


Aid for Airlines: 
Insurance Grou » 
Says They're Scie 


New YorK—The schedule: ajy. 
|lines, which recently lau: che 


‘theater of Temple University and |their campaign to correct er one. 
‘McClellan to Bercker | director of the en Salvecaiar | ous impressions about the air ines 


tising Agency, Chicago, and Tetz- | adelphia. 
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Fluorescent Display = 


with Electric Clock 


“TIME will sell your product. High 
quality, serviceable electric clock is 
combined with the fluorescent stream- 
liner producing an unusually effective 
result. 


OHIO 


ADVERTISING DISPLAY CO. 


1216 Jackson Street 
Cincinnati 10, Ohio 


ee 


produce 1S 


The Streamliner 
Merchandise Display 


—Sets the stage for effectively display- 
ing your product. Note all metal illumi- 
nated counter unit, suspended at eye 
level, light deflecting down illuminating 
the base which provides ample space 
for merchandise and literature. 


NT ne ee oad ter 


COPY 


wi. ahs 


Write for full particulars 


Don McClellan, who prior to his | Radio Institute, has been ap-/|safety record (AA, Jan. 27), | jung 
service with the Army air forces | pointed educational consultant of 
Poses with R. D. Allbright Adver-| station WFIL and WFIL-FM, Phil- 


help last week from the Ins  itute 
‘of Life Insurance. 

| In a release and chart, the jp. 
| stitute revealed the growing = fety 
‘of airline travel as reflected by the 
|number of companies which pp 
‘longer limit the amount 0! air 
| travel when issuing a policy. 

| “The continued liberalization jy 
(1946 of life insurance company 
rules governing the issuance of 
new policies is a reflection of the 
'down-trend in passenger death 
|rates on scheduled airlines,” Hol- 
‘gar J. Johnson, institute president 
| said. A recent survey showed that 
98% of a representative group of 
|companies will issue policies at 
standard rates to passengers on 
‘scheduled commercial airlines 
/compared with 87% a year ago 
|The companies surveyed represent 
'80% of the total life insurance 
| business. 

| Of the 98%, 84% have no limita- 
|tion of any kind on scheduled air- 
|line- passengers, while 14% limit 
|the amount of travel (frequently 
;at about 40,000 miles per year). 

| 


Centaur Pushes Store 
Baby Departments 


Centaur Company division, Ster- 
|\ling Drug, Inc., New York, during 
1947 will continue its program of 
| promoting the installation of baby 
departments in drug stores. The 
program will enlist business paper 
copy and special presentations be- 
| fore state conventions of pharma- 
| ceutical associations, and will em- 
|jploy the “Baby Headquarters” 
window display adopted in 1945 
Two Centaur products are pro- 
/moted, Fletcher’s Castoria and 
'Z.B.T. baby powder. 


ceeded 
Six Name Tracy-Locke 

Tracy - Locke Company, Dallas, 
has been named to handle the ad- 
| vertising of Lone Star Biscuit 
|Company, Fort Worth; Huey & 
|;Philp Hardware Company, Dallas, 
| jobber of general hardware, hotel 
|and restaurant equipment; Harben, 
Inc., maker of Pic-Up-Poncho, 
steel frame collapsible canvas 
canopy for pick-up trucks; Grim- 
jland Brothers, Waco, Tex., make! 
'of aluminum specialty products 
| Associated Southern Products 
Company, maker of a new syn- 
thetic detergent; and Watterso. 
Company, manufacturer of radios 
and electronic devices. 


Hotpoint Starts Service 


Hotpoint, Inc., has set up < 
national organization of home 
economists operating from _ [iot- 
point Institute to give appliance 
“use-value” training to dealel 
stores, electric utilities and schools 
The field staff will be directe: b) 
Margaret Davidson, head of the 
institute. 


Beane Named Sales Chie! 


H. E. Beane has been appo:ted 
general sales manager of the | ©"s- 
tol Company, Waterbury, Conn. 
manufacturer of recording  «n¢ 
control instruments. 
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BSN 1947 DEALERS’ DIRECTORY ISSUE with 
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“ = an DISTRIBUTION to! Sone i. 
Material Dealers, Jobbers, Distributors and Manufacturers | 


Mica USED ALL YEAR AS A BUYING GUIDE 
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This is the original Dealers’ Directory — now in its 10th year. if is So great has been the demand for the BSN Directory that this issue is 
fot- universally acknowledged by dealers, jobbers, distributors and manu- completely oversold. For 10 years—year after year—it has always 
le turers as the most valuable book of its kind, It has never been suc- been a complete sell-out. This year several thousond requests for | 
by cessfully imitated. Back of the BSN Dealers’ Directory is an organi- copies must be turned down due to paper and printing restrictions. In 
zation with 30 years of successful publishing experience concentrated addition, we had te say “very sorry" to many manufacturers who 
in the building field. waited too long to reserve space for their advertising and catalog 
ih, hee SS material. 4 
-< 2 sii nad We urge you to act now if you want space in the 1948 Dealers’ Direc- ; 
tory. Don't be satisfied to entrust the distribution of your catalog to 


tea 


| ” _ your January issue } ould be without it, for any Directory but the best—and that's the BSN Dealers’ Directory. ‘ 
3 4. No person in ai" very business ont 
TT pscription ©o* needed in © 
W year's su ws comprehensive vasgeusa Neil Wholesale Supply C° Send for circular describing the use and purpose of the BSN Directory, E | 
iy it is filled ' or ask our representative to give you the complete story. 7 
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BUILDING SUPPLY NEWS - 59 EAST VAN BUREN ST., CHICAGO 5 
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Adds Radio Courses Brown & Williamson ‘Lanham Opens Office 


The college of commerce and| To Use Full NBC Network | Fritz G. Lanham, sponsor of tne 
administration As — Ore ae The entire 157-station NBC net- | co gag om pe —, - 
versity, Columbus, has added two| work will air the Brown & Wil-| Woodley Park Towers, Washing- 
eS ee ” radio = yy liamson Tobacco Corporation’s Red ton li he will sensesent the 
radio _ Station management an Skelton and “People Are Funny” pO te eee eee — ao 
radio advertising. programs following the addition 


|ef 10 outlets, effective April 15. the National Patent Council. 
|Products advertised are Raleigh 
tobacco and cigarets. Russel M. Power Group to Meet 


Seeds, Chicago, is the agency. A three day midwest power con- 

_ ference will be _— ——e 31- 

|April 2 at the Palmer ouse, 

Heyden Names Klemtner Chicago. The conference will be 

Heyden Chemical Company,/sponsored by Illinois Institute of 

New York, has placed its adver-|Technology with the cooperation 

tising with Paul Klemtner & Co.,)of seven midwest colleges and 
Newark. | universities. 
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\ NOW IN FULL COLOR! 


\ e This sparkling rotogravure magazine—tops in Houston—is now 
\ available in full color. Every page is locally written for local 
\ interest, and has been acclaimed by Chronicle readers and adver- 
tisers since the first issue appeared last July in monotone. This 
\ local touch is one of the reasons why the Chronicle’s Sunday 
\ magazine is providing the highest penetration of any medium 
in the big Houston market. And now, in full color, reader 
\ interest and selling power will reach new heights, That 
advertisers have been quick to recognize this additional pull- 
\ ing power which color gives this superior medium, is indicated 
\ by the many color schedules received since announcement 
\ was made in December that full color would be available 
\ in February. We suggest early space reservations for 

spring and summer issues. 


\ Take advantage of this ADDED SELLING power in the 
rich Houston market. Write direct or communicate with 
\ The Branham Company for full details. 
\ 


The Houston 
. ' The Houston Market is sold 
Ch ro nm i cle ge > when your story is told 


...in The Chronicle 


HOUSTON’S LEADING NEWSPAPER FOR 34 YEARS 


Advertising Age, February 10, 1547 


‘Quotation House 


Stern Sells Three Bulletin’ Launched 


Newspapers, WCAU 


Quotation House Bulletin, » \p- 
lished by Quotation House, C.. 
New York, is a new publica’ ion 


|containing articles for publica’ ion 


by newspaper editors. It is iss jeq 
every other Monday and maileq 


7 . fF | ; 
to Bulletin ‘to all morning, evening, Sun jay 


PHILADELPHIA—J. David Stern 
fed up with the American News- 


and weekly newspapers of re: ord 


|in the United States. Vaughan 
’| Flannery, vice-president, is ch jir- 
|}man of the editorial board. Conk- 


paper Guilds’ “excessive demands” |}in Mann Jr., New York, has | cen 


‘in its prolonged strike against his 
| Philadelphia Record and Camden 
|Post and Courier, suspended pub- 
lication Feb. 1 and announced sale 
lof the three newspapers and 
/50,000-watt radio station WCAU 
to the Philadelphia Bulletin. 

| The exact amount of money in- 
|volved in the transaction was not 
‘officially disclosed, but a source 
‘close to the Stern organization 
lestimated the Record brought 
‘about $6,000,000 and the two 
Camden papers about $4,000,000. | 
The Record bought WCAU last 
year for $6,000,000 (AA, May 20). 

The Bulletin is expected to ask 
the Federal Communications Com- 
mission’s permission to retain 
WCAU and to dispose of 5,000- 
watt WPEN, which the Bulletin 
owns. 

The Bulletin on Feb. 3 printed 
two full pages of Record features 
and comics, and announced they 
would be continued. 


‘Bulletin’ to Publish Sunday 


Robert McLean, president of the | 
Bulletin (cir. 700,000), which pub- 
llishes six evenings weekly, an- 
‘nounced that the paper “will at 
the earliest date extend its serv- 
'ice by publishing a Sunday edition 
‘including the features of the Sun- 
\day Record.” The Record’s plant 
facilities will be sold, it was re- 
ported. 

No immediate plans were an- 
nounced for resumption of the 
morning Camden Post and eve-| 
ning Courier, Mr. McLean’s state- | 
ment merely adding that “other 
services rendered by the Record 
‘and the Courier-Post of Camden | 
we hope will be resumed under | 
_independent management.” 

“For the time being, by agree- 
/ment, salaries and regular wages | 
are being continued to those pres- | 
ently at work,” on the struck 
papers, Mr. McLean stated. About | 
| 580 employes of the papers, 425 | 
;of them from the Record, have 
been on strike since last Nov. 7. 


First Signer with Guild 


| Mr. Stern, an early friend of | 
|'the Guild and the first major 
‘newspaper publisher in the coun- 
try to sign a contract with the 


|CIO-affiliated union, declared he 


‘had found it “impossible to ob- | 


|tain a fair settlement” of the cur- 
‘rent strike. 

He was selling out, he an- 
‘nounced, “not only because of the 
Guild’s excessive demands” but 
|because the union “has acted to 
irestrict the rights of management 
to a degree where it has become 


‘too great a urden to operate a 


completely i:iependent press.” 

| The Guile immediately denied 
|blame for Mr. Stern’s action and 
announced the strikes will con- 
| tinue. “Any new owner” of the 
|papers “will have to deal with” 
the Guild in settling the strike, 
an ANG statement said. 

The Stern papers dropped all 
|advertising last December because 
of a paper shortage (AA, Dec. 23), 
but have continued to publish edi- 
‘tions regularly with skeleton staffs 
since the walkout began. 


'R. E. White to KYW 


Robert E. White, former assist-| 


ant advertising manager of RCA), 
Victor’s Home Instrument divi- 
sion and more recently promotion | 
manager of FM Business maga-| 
zine, has been appointed adver-| 
tising and sales promotion man-| 
ager of KYW, Westinghouse sta- 
tion, Philadelphia. He succeeds 
William Y. E. Rambo, resigned. 


named national representativ: of 
the publication. 


Tire Firm Promotes Carr 


A. Ray Carr, in charge of cre- 
ative production, has been jpro- 
moted to sales promotion man- 
ager of General Tire & Rubber 
Company, Akron. 


To Wheeler & Healy 


Quivira Indian Shops, Santa Fe, 


|has named Wheeler & Healy Aa- 


vertising Agency, Washington, 
D. C., to direct its advertising 
Magazines and direct mail will! be 
used. 


J 
BASIC CBS 


RESPONSE-RATED 
KSO PRODUCED SHOWS 


PLUS ALL-ROUND 
SMART PROGRAMMING 
AND PRODUCTION 
KEEP RADIO DIALS 
IN DES MOINES & 
CENTRAL IOWA 
TUNED TO KSO 


12:00 (Noon) NEWS 
Monday thru Friday 
NOW AVAILABLE! 
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=| The Seattle Times === 


ONE MEDIUM ALONE) 
UIs SEATTLE! 


w& The SEATTLE TIMES is read in 7 out of 10 Seattle 
homes. | 
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* The TIMES is the exclusive advertising medium 
of more than 100 Seattle retail stores. The 
TIMES carries a high percentage of retail 
advertising in Seattle. These stores KNOW by | 
experience — results! | 


*% You can’t sell Seattle without The TIMES. 
You can sell Seattle with The TIMES alone! 


More than 100 exclusive ad- 
, vertisers reported in Octo- 
4 ber, 1946 Media Records. 


| Aissham. Oriental Commerce and Basic Medusiries to Spark Seatile — 


BLE! ==) Tbe Seattle Gimes === 
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FIRST in Circulation + FIRST in Advertising + FIRST in Results | 


Represented by: O’MARA & ORMSBEE, INC. 


New York e@ Chicago @ Detroit e Los Angeles ¢ San Francisco 


3 
tin, pib- ii 
use, Inc. — ei 
iblic: yn ee merit Dy - Bi ; : 
tblica’ joy B paps ceots =] i 
is is ed a Ree Ee hss a Sy is 
d ma!ied : tie “atte Ss | of 
, Sun iiay —— ‘ a - 
of record eas : : e. 
ge rs pe | __ ste aeeerace cove . a 
| in —oooeeElelNlNSeloooooeeeaEaE=E=E=Sa==E=E=EoEEEeEeEeEeEeEeEeeeEeEeEeEEeEEEeEeEeEeEeEeEeEeEeEeEeeEeEeSESESSSESESEES=S=S=S=S=Se————— eS =|" “7 
| —_ 
y a] os 
i ; 
: A } 
aa 
: e 
5 : 
y q . 2 in 
owa | z 
a 
z he 
RN TS % x 
————$—— ‘ : 7 
ee 
i : | 3 
é ™ 
4 fe Ci 
SHOWS | ; 
: ‘s 
+ ; : - 
¥ 4 “joie f 
IND ‘ ; 
AMING “ : 
a 
IALS ' : 
sé 4 ; 
VA q : 
50 . | 
E 
EWS sa , | 
me ee + a : : 2 
— - YS = %, 
— 
ae = a a oe ' 
— a oe — ay et i | 
oo ; —— - OMAR HON P) — . - . 
os | 
pi. ee 
= _ | 
ms ee | 
7 ‘ - ‘ 
Perel hee ‘ay 27m ‘ Sa re. a a “ = : : : : . “s 3 ‘ f : ‘ 4 a 


here ee Pe ae . d Ata e * : ee Fy is 
in aad bear OAS s r Pie : a ia A 
Es ee ona aes oe : iB eg : aN Retr 
oF » sarypond ST Bos &. “Ts - 4 -meis 
t 4 if 0 i = bs : ae 2 3 , > i ™ E 
a 3 ee , , ee ee Re a EE oe ee Oe ee oR & 
ie aly ir ’ . . , ’ rank = es = yr eee pie Be Bea ae sea kc aa ee oe RE Lp ek ae. 
as . ee ee pics Bi ii ue > See Fr ek are CR ee 4 pe eeee) Maas es eee ee ee i ea i a ae PML Os 2 PES ect ce ‘ Sy 
ee 7 | wes ne PO BT a Sars se igi oo bg: eR ee iy OMe, ee ee a SS ee Ske Poe Se eae poe Race ae eee ES cD PEO I ne EE oe i ee 1 ee —_— | s 
me | i ae aes ps ae ig SOR Pas a Be i ye a i a 3 i ak Bd toa gt Soa ; i eae em ee ee RS eRe eS Saree oe eae ae gi é 4 z i ve . : 
fet ) OR AR eh ae ge oes ee Ce ee es eee es 3 foe oe ee eee SERRE ee, ok a , be ate : cc DRE ng SES ee keke soaks See € Sgt : ih eS Seta cae eee : ee : 3 ae & “ag os 
‘ x : a ; 4 : Bate ee on - ‘ Bee See ae. % 4 = 
| ae ¢ 3 ce area Se % ees ee aS 
oa : Beet <Seee : ES é sb PSE a ee Stier ite Sak i ae hig _ 4 
, Ses a tS 3 > as es Sega, 2 ges x Be ate cas : ‘ Se hea - “a 2% 
: d ¥ a é eee eee as ioe gad Bee ‘ ’ Nec — = s 
3 is ” nd ass Te Sus ge : : ae ec ROS ieee oe ee B bs . 
4 es a d sae ‘ 3 ‘ ak Rg ee a ,. aa s 
4 Ss i 2 Sno st Hy eae SEG Ae eS Seige “a a a 
i ae =: : o ee pee eriaes _ 
% a 3 DS ay 2 Meee ee ae abe. ‘ i  — a 
‘ Re . “y eee Pe rs ga Ses” ‘ Ail OOS CR rea i eo —. a8 4 
: s “i 2 = a! Fs ei i ti Ge fe ere aee aea aS eae aaa hie Ree SB . i lee as = — a i 
sy a i 3 5 ee a ees Pols i cetera Mis a ects oe gk at : “ees ie 3 Saabs ; — g q : 
Rs : ae ey ct & a % ‘Keen 5, : 3 So eee ee : ‘ ae “Ant Re) ow ~ — 
4 at a a é . * ‘i eRe bs ers aaa e f “tT apate: Raeeiometea MaE Seie 7 i ae = ee aa ee 4 4 
- 2 ages ie ee — ie ae Rs eaariie brnce A ae aie : at t y 
‘ane ieee? Rese on. 4 . Fee > ae a ae ay ee sell A Pasar aes ¥ a ae 
= ae a ae ‘ a Fore elig 0 SS ears at ae i a Sa — ae 
eee ee ED : s 5a “ha ae sot f act a “2 eae - Peeceer ety - Loe Sees ae ie 4 Be 
Batigs ee oe Mine ee ‘ Se a 6 ie . — i . 
es eee Bee be : : Lay hee ae 2 paneer; i ea : a = 
\ egeees ME eee ges Fie. ce, oe ra - a eee ae - {ae —— ge kee 7 Rh 
‘ ver a 5 Set e : " ie aS. r Bu aT ve: asi sic ca * cae si, ny 
RE eae ee ae A ? i es Peele a - met eee ee ao 3 se : 
3 . Bees | Pras 14 ae . ae & i bs : : te ae x 
or Rah 4 3 x oe ne 
7 . oa sa ; oe ee iri 
= i a - 3  ¢ Fe oe . 
See aed, Be i pes 
ee Fee 7 . ae +. © : j 
ay 3 ue ” es 
ls a : ier oe & 3 
* : | =) . ; ie ab a at Eh 
> eee ; ie 4 E VR € 
We ph be Saar mas ; Pa 
: . F b ere mae ° ws 
me et = Be: 
oe re aia ey 
— Baty i Zi a se 
ee eee ual ; 
oe ty r en 
of ae: ' 
4 
" 5 BA = , 
a een, ‘age 
“yoieae aa 
we 
jee | 
‘some? ‘ , 
, ss 
st 
= Lan 
ea ¥ 
¥ 
ind 
win 
seed c 
aes 
SS ae 
ee BEN aa 
a ee ie 
Ba oi 4 
pd.e q 
e 
‘. ri . ” 
ene Z 
Easley Ee 
ne ae on 
- ** 
sy a ; 
haa 
=) ae 
<a : vs A 
Fie é i 
te Sees an ae 
isa ae 
bea At oe : 
ecneey Lk ct lad 
ai = bi aa 
: neal rs . 
é =g = ‘ 
— jhe a. P 
esi ears 
a ST ee 
ea ai r 
ah ibaa 
ad ‘ oa ia 
Pee i ae 
ae MRI 
ow a 
: = 2 he F r 
Eo Pa . ee wa 
sip mo 
Beh ic a Pe co J iar 
» -' 5 ae “wo _ 
ee Be. Ree 
er ooo ‘oa ee: 
enced es 4 
°F nyllet SEO, ; 
cee. Se 
mel . aay aa A ‘ ; 
SORES 2, aaa ee ee See 
AN eae a es : 
at 5 fae 2 — 
7 x Eber 
ee” Bh a ¢ ig) a: ee 
a J ee 
op =o : : 
Ny oe a. ty oie . 
ae. eS :; - es : 
a tae ee : 5 
meena. 4 e . 
i ae 7 an. 
— “Ss ; ie 
a i. militias ai 
ae a 
he ae ee - UmUmC—~—“— 
oe a : aa eas 
% ‘aeene. ay ‘ ee 3 = 
7 re a 2a a 8 
Wet Pia ai v3 0 2 
sees a “eee 
“I es ‘ fs 1s 3 “4 = bil a 
ee + a aa 
Pr, N . eee Stacks 
iy " a i) 7 
- Ek. ee ‘ 
rs a a 
, 4 xi we “ES - 
d BAe Aes. 2 ee Rey _ 
: es 2 ae AS eee Tee 2 “a. \ 
Tae i — ree pe ‘ 
‘ : eS as ct ARS 
4 = aye Ve a ae pie Wai 
oe 4 : gg ie é a 
= 5 — 
 — ey et Wt ee 2 
a 5. a Sa ae pe ee 
> Pee eS Pe ea ‘ 
4 ae ; # 
vals eer = ie a 
“= be . é i 4 * ra § 
Bre y, ee a ) 
aa ak hie Be a fe = Lo geile 
aS Nea 
Rr t : 
be + EE 
¥ \ re, 
i < = : Bere at 
7 : ? . e 
ke . 7 
: cs : ; oui 
S a ’ : 
‘ - 2 if oan 
4 . ¥ 7 . _ ge 7 
3 . é wit e a 
t ; Pee ; it 
; t i ; {3 
5 e. 4 Ls Ss + 
< ; E ' ee Largo eee re aR RE oe Sy aa eR FL ie Fa sa 2 
G rca, oe ee Ee we Re ee TT ae a ad 
t - « &F 
: > 
7 ; . - J : ’ 7 F 1 4 e, Tes - 
Bon : : ‘ ¢ <ee t % oa es, . nS * . r 2? c , a 2 i ‘ mae ‘ ia 


ae : rot adabe i tz : : : fia ¥ . ec ea é WA Sh ty Pe: 
: end fas ee i. Ba? US a 3 , x ee oe SS q me oe = Aon f prs 
- — ecient sa cali a catmneannaaa ats ee ee ay ss eR ee CS gee gS Ree ee ee ee eee ae ee i e oe pom - at ee te 
—— ; gs Dk et AG 5 Pe eis Oe ee eS Pepe gi PE ae ee ee oe eee Fit . 
ers 4 ’ oo : ; ® : : oa . ates a 
> = Eo foe one ; ee oo, mG a 
ake 2 “as ae eee : : as pec oaks : : ee : oe “4 ; ' : 
OE OS as : . : ‘ : Soe ae ee OS : Rio J ae se _— 5 : j : 
(a a a eee eS. : é ‘ : = ; rs ete al es —— : 
a -_ | Seer Seance ec eS tw : ee ? Re gale Reyer” mae ene, ye ea BAS: ; Bae 
es a ee a ie. ‘ ‘ : Se Si ee ; et it eae fie cel ieee Ed Fates (Sir 4 ie Coe ae Pe = 
aa — 8 Be Ry eee : See : fp Glin: Ghee. ek T 3 ‘ : : 
Bo: a “| me ‘ , 233 Heil ee i - to's 3 i F if 5 ‘ 
eh q a A Ns eee Samet ees 5 ’] et big 3 re ¢ OS i ioe ear eee Bey ah Le aera HY 3 Ee 7 
at - —— es ees a age pie iat 2 yd Yor aad f ee arse hoe Oe they ame ie yet F ay 
Ce d ee ge ss a x eee. 37 pe ee cet - aes ee , ees p ees 
‘ a Le Ee Se: eer get ies ae aia team 5 . ane ees é me 2 
a “ of Le a eae Oe ee ag gat ke een Pep Stuns” ia) = era : re tak 
ae 4 _ \ he te ces ? Re als nO dey ee ee) X - era Rete ae i bi a tae { eee, n 
= ie: ee. or ie oe Se.’ i . eee 
ly 4 ee ae 2 OH er ola FS ec i , ty hi | E 
aa ae as AS eee ON ee ea A2d : Mi Pages y Scale 
a etn aa gts ake Ree" : ee, \ a 3 Cpe 
seit Be ey a ti Prolene x ioe. 
= a —- << : af 19 eee ee 
-. d na ee 7 "7a ee” yim 
; pee ; 5. : Che: Oe 
. a Bee ee - 
. - ete 
as j —— | 
ee ll 
: ee ae is: 
: ee ee 
ae a j ci 
a aioe 
ye es ae ee 
# oe beh a i 
—— 7 ae Ba ee j 
a } 
Ee ; 
ae — Maa a } 2 
i oe a 
: et ae = ae | Rae bo) 
er Bees 
- ares a Pee 
i Nyt 
os cece. ites 
a a 
oe ti Siete 
. an Se PER 
; rr ae 
‘ ; a an = 
“ » ple be ARR | eet 
ee ce 
ia se 
LS. Be 
i . oe 
* q zy a, Bee a b j ur 
— | 
5 cen ag ah : 
4 on . 
= - e , 
> ee 3 t 
shal 7 
——— ees 
. : j 
ed sm i a 
pce Range Mi 
ae j i 
/ af ae ic | ‘ 
5 ae of 
is, a 
} a | - 
e) Ba 
j oat 3 
Ses a 
} | 
3 | 
‘ ss | ee 
a Be 
3 a 
e | ie 
a “Fs 
Rg : 
Ae . 
oe Pe. 
oe ; ey 
i. 
oe i 
= FOR or fs 
a a _ G46 = 
rr n 
Po 4 3a 
ga , TW if % 
z ee 5° 
a i Kevelle . 
Ps £* x 
4 ‘ 
Bs = 
1 . ¥/ + 
¥ +) + Pisag: . mh q 
i ag = [ 
F ee A ~ ce rey ¥ 
ee. Lee oh : 
38g : at Rete s | 2 
ee Pie : bi ~ a j 
a 3 ae Ss 2a | 
ee q as * 
- 45 } : 
¥ a a¢ o (O® je — " 
; Ss ae is 
. ee Br, 
ae by oe = 
* eae. 2 hee oe | 
ete ce es My BN 2 3 Pg re 
er » a at ;  ¥ 3 ‘ : 
, a ’ oS ivi Z ne 
wall ee ieee a ne , ee : 
a Fett re eoalg : ae ‘a Pay, ‘ 
aa o ee : ea ee 
— a ; me epee ts eo F 
=e Grae fe e — rene rs Fee P ae 
of 4 ; al : atid 7 ay | ee ‘ is 4 } 
; P : Or. , ye | 
‘ ee = 4 
= 3 2 ae oT aa = : ¥ he s 4 
e ¢ Et. wth of : ) “hd A a) ae ; s 
q a i : e% ;. : 6: rate | j 
2 “ Be , f sal ar : Ek ie ae ‘st i 
iz be 2S it é k Selideinmoiynb | 
= ae oe i oe. yg. th * ea : ‘ ae Bia a ee ee a oe ee Seer re gor BR | Tia te wal, sale Bee Sac Cae s % ae a 
fa i I or Me 
f ' 
. " a . 
s “4 ; : ; % 
- - s ~ % . . " r. ‘l 4 be . a P i ¥ A ; ; i 


| CHICAGO 


NEW YORK 
LOS ANGELES 


Letton Billings 
Hit $10,600,000 


| PHILADELPHIA—The list of agen- 
cies which billed $10,000,000 and 
|more in 1946 (AA, Feb. 3) should 
|have included Al Paul Lefton 
{Company of Philadelphia, New 
York, Chicago and Washington. 

| Lefton’s billings, AA was told, 
rose from about $7,500,000 in 1945 


to $10,600,000 in 1946. Pennsyl- | 


_vania Railroad, which ranks with 
'Continental Distilling as one of 
the agency’s leading accounts, ex- 
/panded substantially in a centen- 
| nial campaign. So, among others, 
|\did Pal razor blades, Seventeen, 
Stern pipes and Winter pianos. 
New accounts included Lovable 
brassieres and Tissot watches. 


Appoints Bo Bernstein 


Great Scott Food Markets, Inc., 
Providence, operator of a group 
|of supermarkets throughout Rhode 


stein & Co., Providence. News- 
papers and radio will be used. 


Island, has appointed Bo Bern-| 


Flanagan Moves Up; 


Directs McCann Media 


McCann-Erickson, New York, 
has appointed John J. Flanagan 
media director, in charge of | 
printed media 
and outdoor ad- 
vertising. He suc- 
ceeds E. F. Wil- 
son, vice-presi- 
dent and a di- 
rector of the 
agency, who has 
|/been appointed 
service group 
head in charge 
of several of the 
firm’s major ac- 
counts. Mr. Wil- 
son will also 
continue to supervise the com- 
pany’s media operations. 

Mr. Flanagan joined McCann’s | 
media department in February, | 
1937, and has recently been as-| 
sistant media director. 


J. J. Flanagan 


Names Hutzler Agency | 

Bandy Brake Gauge Company, | 
Dayton, has named Hutzler Ad- 
| vertising Agency, Daytcn, to direct 
| its advertising. 


NATIONALLY REPRESENTED 


FJ 
a eet 


I 


You really don’t need it for selecting the best 


vehicle for your advertising in San Francisco 


and its surrounding 


The record tells the story. The San Francisco 


ven 
ho sa: tec % d 
a e pie F 
spe Mg! 
: 


territory. 


Examiner is Number One by every yardstick. 


BY THE HEARST ADVERTISING SERVICE 


Advertising Age, February 10, 147 


Calling Revsonail 


Joseph Revson, gen’] mgr. and treas. of Revlon (of which he 


co-founder), and Elise Gaines, of the radio department of Young 


Rubicam, were married at Hampshire House, New York, on J: 
24. .. Brig. Gen. Ken R. Dyke, NBC v.p. in charge of broadc: 
standards and practices, and Charles Wall, administrative ass’t 5 
the NBC v.p. in charge of finance, have received the Conspicuc 
Service Cross of the State of New York, awarded by the go 
ernor in the name of the legislature to “citizens of the state who.e 
service to their country in the armed forces has been exceptional |y 


meritorious” .. . 


Coming or going in the New York area are Roy B. White J 


newly appointed ass’t ad mgr. of the American Express Co., who 


sailed Jan. 16 aboard the S. S. 
America to prepare summer 
travel literature for company 
offices in France and consult 
with offices in other European 
countries concerning ad plans; 
Robert Lund, ad rep for the 
Reader’s Digest int’l editions, 
left Jan. 9 by plane for a month 
in Brazil, and William F. Gil- 
lespie, business mgr. of the 
Reader’s Digest in Arabic, on 
his way back to Cairo; Augusto 
Elias, head of Publicidad Au- 
gusto Elias, S. A. (McCann- 
Erickson’s exclusive affiliate in 
Mexico City), headed home 
after several weeks with the 
New York agency, and Paul R. 
Kruming, pres. of National Ex- 
port Advertising Service, left 
Jan. 25 for a three-month trip 
to South Africa, Egypt, France, 
Belgium, Sweden and Eng- 
land. ..'. 

Charles M. Sievert, ad col- 
umnist for the New York 
World-Telegram, recently in- 
cluded in “new accounts” an 
eight-pound, three-ounce son, 
born in Englewood (N. J.) Hos- 
pital. . . New members of the 
executive committee of the New 
York Convention and Visitors 
Bureau (headed by James 


GETS AWARD FOR’ MERIT—Paul 
Huey, western office manager of the 
Progressive Farmer and former lieu- 
tenant colonel in the air corps, was 
awarded the Legion of Merit medal 
in a special ceremony at Fifth Army 
headquarters in Chicaco for "“excep- 
tionally meritorious conduct in the per- 
formance of outstanding services” in 
the Philippines, the Ryukyu Islands and 
Korea, where he served as executive 
officer with the 59th Air Service 
Group. The officer at the left is Col. 
James C. Cochran, air liaison officer, 
Fifth Army headquarters. 


Bruce, v.p. of Nat’l Dairy Products) are Ralph S. Damon, pres. of 
American Airlines; James A. Farley, ch. of the board of Coca-Cola 
Export Corp.; Bernard F. Gimbel, pres. of Gimbel Brothers; Gen. 
John R. Kilpatrick, pres. of Madison Square Garden Corp.; Seton 
Porter, pres. of Nat’] Distillers, and William O. Riordan, pres. of 
Stern Brothers department store... 

Russell K. Jones, account exec. with Newell-Emmett, is chair- 
man of public information for the Red Cross 1947 Fund of Greater 
New York. He was a member of the 1941 and 1946 Red Cross com- 


mittees on public information. 


.. The new chairman of the Ameri- 


can Cancer Society’s 1947 drive to raise $12 million is Elmer Bobst 
(pres. of the William R. Warner company, parent of Richard 


Hudnut). 


Ralph Foote, ad mgr. of the Beech-Nut Packing Co., is spend- 


ing this month vacationing in Cuba. 


. . John G. Paine, gen’] mgr. 


of Ascap, was decorated last month for the second time by the 
French government for his work in the field of international copy- 
right when Henri Bonnet, French Consul, made him Chevalier of 
the Nat’l Order of the Legion of Honor at the office of the French 


cultural attache in New York. 
d’Academie. . 


In 1939 he was elected an Officier 


The Omaha Chamber of Commerce has presented a certificate 
to Publisher Henry Doorly of the Omaha World-Herald in recogni- 


es 


tion of the newspa- 
per’s cooperation on 
the soil conservatio! 
program of the stat: 
Anchor - the - Soil 
week. . . 

Edith A. Driver, 2 
member of the cre 
tive staff of H. 
Kastor & Sons Ac 
Co., Chicago, ai 
Francis A. Harper, 
member of the cre: - 
tive staff of Crutte 
den & Eger, joir 
hands in a husba! 
and-wife act at y« 
oo 


a 


GETS AUTOGRAPHED COPY—W. H. Carey, left, 
ad manager of Fortune, is pleased about the per- 
sonal touch given to his copy of "Mr. Blanding 
Builds His Dream House" by its author, Eric 
Hodgins, who retired from the vice-presidency of 
Time, Inc., to devote all his time to writing. "Mr. 
Blandings" is a Book-of-the-Month Club choice. 


Houston Press. 


Wieser | Houston’s “Ou 
standing You 
Man,” who recei\ 


the homage at the : 
nual banquet of 
Junior Chamber 
Commerce, is W. 
Bauerkemper, clas 
fied ad mgr. of 


In Minneapolis, Lloyd E. Borg, dir. of public se! 


ices and the Minnesota Poll of the Minneapolis Star and Tribu 
was picked by the local Junior Chamber, of which he was pres. 


1944-45. . 


. Harry Wismer, newly appointed assistant to G. A. Ric! 
ards, pres. of WJR, Detroit, received double honors. 


He was chos 


by the U. S. Junior C. of C. as one of the country’s 10 outstand 
young men of the year and received a certificate of appreciat 
from the Army for aid rendered the recruiting service. . . 
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1946, increased its linage by an 7 : 
eighth, but in doing so fell from | | Le ;. 
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more. The New York Times, in| ea 
fifth place in 1945 with 19,626,616 | aati, fate ate 
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To the young lady out West who recently sub- 
dued a mountain lion with a rolled-up copy of 
The Saturday Evening Post. 


To the Canadian lady 
who, when she ran out 
of wood for her stove, 
cooked a meal for seven 
people by using a stack 
of old Posts as fuel. She 
found the Post burns 
with a brighter flame 
than three other leading 
magazines. 


To American Manufacturers who, during the 
past year, placed over 2,700,000 advertising 
lines in the Post— more than in any other 
magazine. 


To Dr. Edward A. Strecker, noted psychiatrist, 
for having the courage to write an article 
entitled, ‘‘What’s Wrong With American 
Mothers?’ (Oct. 26 Post.) 


And to Mom for taking it so graciously. 75% of 
the mothers who wrote to the editors thought Dr. 
Strecker’s article was‘‘fine’’ and ‘‘ absolutely right.” 


To Norman Rockwell 
for completing his 31st 
year of painting Amer- 
ica for the Post. (He 
first appeared on the 
cover of the May 20, 
1916, issue.) 


To manufacturers of building equipment 
(plumbing supplies, kitchen equipment, etc.) 
for placing three and one-half times as much of 
their advertising in the Post during 1946 as in 
all other weeklies combined. 


To the people who make refrigerators for in- 
vesting more of their advertising dollars in the 
Post than in any other magazine. 


To the collie living 
in Mobile, Alaba- 
ma, who has just 
completed his fifth 
year of delivering 
the Post to his mas- 
ter’s house without 
missing a single 
issue. 


To Sidney Shalett for the first clear, concise, 
man-in-the-street explanation of Russian es- 
pionage in Canada and the U.S. (Jan. 25 and 
Feb. 1 issues.) 


To Kansas City, Boston, Atlanta, Seattle, 
Chicago, San Antonio, Los Angeles, Madison, 
New York, San Francisco, Salt Lake City, 
Dallas, Fort Worth, Cincinnati, Baltimore, 
New Orleans, Detroit, Portland, Me., Pitts- 
burgh, Denver, Philadelphia, Washington, D. 
C., Des Moines, Memphis, St. Louis, Brooklyn, 
Boise and Charleston for making the Post’s 
‘**Cities of America’’ series so interesting to 
smalltown and bigtown folks alike. 


To the airlines and railroads of America for 
investing more of their advertising dollars in 
the Post than in any other magazine. 


To Lt. General Walter (‘‘ Bee- 
tle’) Smith, ‘‘Ike’s’” former 
chief of staff, for explaining 
both Allied and Nazi strategy 
so that all of us could under- 
stand it, in‘‘ Eisenhower’s Six 
Great Decisions.” (June 8,15, 
22, 29, July 6 and 13 issues.) 


To manufacturers of: cereals, electrical appli- 
ances and equipment, radio, electronic and 
communications equipment, home equipment, 
tobacco and smokers’ products, photographic 
and optical goods, office equipment and rec- 
reation equipment who placed more of their 
advertising in the Post during the past year 
than in any other general magazine. 
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To the Navy Radioman in a lonely destroyer 
who wrote us that he gladly traded six of his 
favorite (and hard-to-get) candy bars for a sixth- 
hand (and harder-to-get) Post. 


To the elderly lady who 
recently sent us evi- 
dence that, back in the 
1850's, girls padded 
out their bustles with 
copies of The Saturday 
Evening Post. 


To the statistician who pointed out that the 
Post’s 1946 advertising gain over 1945 (more 
than 600,000 lines) is greater than the com- 
bined gains of the next three weeklies. 


And an ironclad Val- 
entine, complete with 
wrench to open it, to 
(a) Tugboat Annie for 
making us laugh fit to 
shiver our timbers. 


To the hopeful writers and artists who sent 
more than 100,000 contributions to the Post 
during the past twelve months. 


To Boston sportswriter Harold Kaese, whose 
pre-season article “What's the Matter With the 
Red Sox?’ made the team so mad, we're told 
that they went right out and won the 194¢ 
American League pennant. 


To food advertisers 
who invested morethan 
$5 ,000 ,000 in the Post 
last year —an increase 
of 60% over 1945. 
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To B. Franklin for his foresight in founding that 
most excellent periodical, The Saturday Eve- 
ning Post, 219 years ago. 


To Guy Gilpatric, also 
a man of foresight, for 
writing his 1946 Christ- 
mas story about Muster 
Glencannon on one of 
the hottest days last 
summer. 


To the score of companies that, since last Val- 
entine’s Day, started advertising in the Post. 
Welcome, friends ... here’s to success! 


Tothe hundreds of 
Post readers who 
spotted the ‘‘un- 
openable’’ door in 
Stevan Dohanos’ 
barbershop cover 
painting (Jan.26, 
1946, Post) and 
called our atten- 
tion to it in posi- 
tive terms. 


To Hollywood for giving the lead roles in David 
Goodis’ thrilling Post serial ‘‘Dark Passage’”’ 
(July 28) toH. Bogart 
and L. Bacall. Also, 
for filming two recent 
Post serials: Borden 
Chase’s ‘‘Chisholm 
» Trail’? (Dec. 7) and 
Luke Short’s ‘‘Sta- 
tion West”’ (Oct. 19). 


To the people everywhere who, no matter how 
often they're asked, tell us they like to read 
ods in the Post —far more than in any other 


magazine. 
ra 
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0 William L. Laurence, ‘‘the best scientific writ- 
r in America,” for writing such a remarkably 
rophetic article about atomic energy ’way back on 
september 7, 1940. Also to the same Mr. Lau- 
nce for writing that most clear and comprehensive 
ccount of the future of atomic energy (April 13 
ost). 


To Beverly Smith, Post'Washington Editor, for 
creating more‘‘ Post Luck” with histimely reporton 
Secretary Byrnes the very week before Mr. Byrnes 
resigned. . 
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To the people who make automobiles and all 
the accessories for investing more of their ad- 
vertising dollars in the Post during the past 
year than in any other magazine. 


To the father of a 
serviceman who 
got around postal 
weight limits by 
slicing each issue of 
the Post into eight 
parts and mailing 
them separately to 
his son overseas. 


To the most fascinating and frightening female 
we ever met — Hazel. 


To America’s leading companies which, despite 
strikes and shortages, consistently advertised their 
products and services in the Post. We are proud 
of your faith in the future of our country. 
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To the Tire and Rubber Industry, which con- 
centrated one out of every four magazine ad- 
vertising dollars in The Saturday Evening Post. 


To Butch and 
Rivets for re- 
minding us of 
all the dogs we 


ever owned. op 


To all advertisers of fresh fruits and vegetables 
who ran more advertising in the Post than in 
the next four general weeklies combined! 


To Greer Garson, who 
wrote a fan letter to Post 
author Pete Martin say- 
ing that she was ‘‘all 
agog”’ over his article 
‘*Hollywood’s Fabulous 
Female.”’ It appeared in 
the Dec. 28 issue. 


To Francis Wallace for pick- 
ing an All-American team 
long before the season had 
begun (Sept.21 issue) .(Seven 
of his choices were on the 
All-American Team that ap- 
peared in the Dec. 21 Post.) 


To the people who sell you gas and check 
your oil for putting more of their advertising 
in the Post than in any other magazine. 
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High Court Kills 
Pennsylvania's 
Margarine Law 


PHILADELPHIA 
46-year-old oleomargarine 
imposing heavy annual 


ers, has been declared unconstitu- 


tional by the state supreme court. |tinues for 15 years,” he observed, 

Chief Justice George W. Maxey | “and it is revealed that an osten- 
termed the statute “arbitrary, un-|sible police regulation is not a 
and | police regulation but in practical | 
void” in upholding an opinion of| operation a device to hamper or) 
the Dauphin county court in ‘an/destroy a legitimate business, it 
equity suit filed by retail and | becomes the duty of the judiciary 
wholesale grocers. The state un-|to declare the act’s true character 
successfully defended the law as|and to decree that it is inopera- 
a “tax” on margarine dealers, who | tive.” 


reasonable, unconstitutional 


were charged annual license fees 
of $100 for retail and $500 for 
wholesale sales of the product. 
Judge Maxey said “it was un- 
disputed in this case that oleo- 
margarine is a wholesome and nu- 
tritious product and that all of the 
oleomargarine involved in this 


TO 
EACH HIS 
OWN! 


ecircu- 
increase in the 
six years, the mul- 
tiple readership of The 
Wall Street Journal per 
copy is slipping. 


IN spite of a 178% 
lation 
past 


Only a few years ago, sur- 
veys showed around four 
readers per copy. Today 
there is an average of 
less than one whole extra 
reader per copy. 


You may think it’s odd to 
boast of such a trend. But 
it means each subscriber 
values his Wall Street 
Journal so highly he 
wants to keep it for him- 
self. 


Yes, pass-along readers 
are getting the cold shoul- 
der from subscribers with 
increasing frequency. 


reader: “T 

considerable 
with my copy 
of The Wall Street Jour- 
nal. I look it over at my 
office for items of interest 
in connection with our 
business then take it 
home for perusal.” 


To quote one 
confess to 
selfishness 


Multiply this executive by 
97,000 subscribers and you 
have a fairly good idea of 
the close scrutiny each 
copy of The Wall Street 
Journal gets every day. 


This intensive readership 
pays off to advertisers. 


Not only are Wall Street 
Journal subscribers thor- 
ough readers; they also 


constitute the richest mar- 


ket in America. You can't 
find finer prospects any- 
where for personal goods 
or for the products and 
services these decision 
makers buy on the job. 
Advertising in The Wall 
Street Journal is econom- 
ical, too, for you reach 
more management execu- 
tives of American  busi- 
ness and industry per ad- 
vertising dollar than in 


any other publication any 
where 


Effective Selling to Busi- 
ness and Industry Begins 
with The Wall Street 


Journal 


on a eg 
WALL STREET 


_ JOURNAL ves 


as Street - New York 4, N.Y. 


;case was transported and sold in 


interstate commerce.” 

He asserted that the dealers | 
“proved that from 1931 to 1945 
the amount collected for licenses | 


|to sell oleomargarine was so far | 


“When a factual situation con- 


Legal authorities expressed the 


view that license fees paid within 


tne past five years under the law | 


could be recovered by grocers and 
wholesalers. 

Only the retail and wholesale 
fees were affected by the court de- 


— Pennsylvania’s|in excess of the amount required | Cision. Hotels and restaurants will 
law,/|to enforce the regulations as to|Ccontinue to pay $50 annually and | 


license |impose an unwarranted restric- 
fees on retail and wholesale deal-| tion upon a lawful business.” 


boarding houses $10 annually if 
they serve margarine instead of 
butter. Other provisions of the 
law on marking, wrapping and 
the use of color in the product, 
were not changed by the court 
order, state attorneys said. 


Powers Promoted 


James S. Powers, head of the| 
promotion and merchandising de- | 


partment, has been appointed di- 
rector of the Yankee Network In- 
stitute, Boston. 


NY Agency Formed 


Market Research & Advertising, 
Inc., has been formed at 17 E. 
42nd St., New York 17, offering 


commercial research, advertising, | 


sales promotion and public rela- 
tions services. Lee-Muiron Rous- 
seau is vice-president in charge 
of advertising and James E. Jump, 
vice-president in charge of re- 
search. Mary Marsh is secretary- 
treasurer and director of the 
women’s division. 


Johnson Boosts McSunas 
J. J. McSunas Jr. has been 
named merchandiser of the fabric 
finishes department of S. C. John- 
son & Son, Racine, Wis. He will 
direct the merchandising and pro- 
motion of the company’s new 


| Drax sales in New York. 
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fabric finish, Drax, in the textile | 
industry. He previously headed 


Bendix Ironer 
Shipments Begu:: 


SoutH Benp—First  shipm nts 
from Detroit of the new $1: ) 59 
‘Bendix Automatic ironer Ve 
been announced by W. F. Lin. || 
general sales manager, Be dix 
Home Appliances. 


Shipments will be made {, 
selected dealers, for store ¢ »y- 
onstrations only, for abou 4 


month. Mr. Linville predicted tha; 
dealers will be able to make de. 
liveries about March 1. About 
100,000 of the ironers will be made 
this year. They feature three 
usable open ends, adjustable 
height and complete visibility of 
controls. 

A second new item, a tumble 
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Executives Acne A&P Adds 1,000 
Dailies to List 


perimental basis.”’ First insertions 
were 140 lines, and were piaced 
by A&P local unit offices. 


r type automatic dryer, also is being | Advertising 
projuced in Detroit for Bendix by | Advertising 

qu) puh! Mfg. Company. Shipments tion. 

10 | 44 of ihe dryers will be made to “at ec 

Shipn ents JJ dealers soon, Mr. Linville dis- Kershaw Promoted New YorkK—The Great Atlantic 

SW $15 ).59 gM clos d. . ; | Magazines of Industry, New & Pacific Tea Company revealed | 

mer § ave The ironers will be advertised | york, has appointed Richard B./|last week that it will now use 

F. Lin lle. fm for the first time this spring, Kershaw circulation promotion at least one newspaper in every 


j i ang . > ant general sales manager of Wil- 
r, Bendix @ through Tatham & Laird, Chicago. | manager of both Modern Industry city where it has a store, and that | *” . . 
= and Modern Distribution. Mr,|O7 woes as ’ liam Jameson & Co., New York. 


|/Kershaw has been with the com- | 18 list will be stepped up from George Harris, metropolitan New 


Jameson Promotes Two 
Jack Wishny, eastern division 
manager, has been named assist- 


made to ‘ /2,000 to 3,000 newspapers. York manager, has been appointed 
j _pany for more than two years as |“ , — GFK Manager, "8s app 
tore dom. Ac Bureau Offers : | Sekemubiatlons manager of "edenn | At the same time, A&P unveiled | to succeed Mr. Wishny as eastern | 
about 4 Retailers Success Tips Distribution. a new advertising approach. In-| division manager. 


dicted that The Bureau of Advertising, stead of strict product copy, at | - 


make de- MJ ,npA, has prepared a series of . least 900 newspapers will receive | ‘ 

1. About HJ four mailing cards offering retail- | Hopkins to Greyhound bi-weekly insertions of copy on. | Hewitt to Bacharach 

Jl be made MJ ers tips on successful merchandis-| Thomas R. Hopkins Jr., for- titled “Marketing with Marjorie,”| Bacharach Advertising Agency, 

ure three ing. The current series of “Success | merly with Beaumont & Hohman , chatty, column-style ad devoted Danbury, Conn., has been named | 

adjustable Secrets” cards, intended for|in San Francisco as account ex- to describing quality of products to handle the advertising of He- R THE 


isibility of 


a tumble 


eS , 


monthly distribution to local re-|ecutive handling Pacific 
tailers, is the 13th in a continuing | hound Lines, has been appointed | 


program of dealer education car-j| advertising director 


ried on jointly by the Bureau of 


Grey- and hints on their use. 


Pacific) “Marketing with Marjorie” will 


|Greyhound Lines, San Francisco. not talk price, and is “on an ex-| 


witt Chemical Corporation, Pitts- 
field, Mass., manufacturer of Sen- 
ega liniment. 
papers will be used. 


Geography makes a great difference in 
many things in the vast and fertile ex- 
panses of the Pacific West. But not in radio 
listening preferences. From Canada to 
Mexico, favorite programs indicated by 
every poll are those broadcast by one of 
the 31 stations making up NBC Western 
Network. Take, for instance: 


= © 2 


KGHL, Billings, broadcasting to 102,950 
homes in 35 counties of Montana’s rich 
Midland Empire. 99% of radio families 
in this area told the All-County Survey 
that they listen most to KGHL, and a 
Robert S. Conlan 8,376 full-week coinci- 
dental last year found 95% of sets in use 
turned to the station. With 5,000 watts on 
790 ke, KGHL for two decades has cov- 
ered more territory than any other station 
between the Dakotas and the Pacific. One 
hundred and fifty local advertisers use 
KGHL, whose files bulge with testimonials 
from successful sponsors. 


NBC WESTERN NETWORK 


HOLLYWOOD 


THE NATIONAL 


In the Great Northwest and the Great Southwest, 
Most Listeners Listen Most of the Time to NBC 


BROADCASTING COMPANY 


isn’t a matter of GEOGRAPHY 


KTSM, E] Paso, Texas, just north of the 
Mexican border. Hooper’s latest coinci- 
dental among El] Paso’s 125,000 popula- 
tion shows KTSM averaging 70% of the 
overall tune-in—a confirmation of the All- 
County index wherein KTSM received 
89° and 77% of the respective night- 
and-day “‘listen most” vote. KTSM deliv- 
ers the three counties of the Texas pan- 
handle and three adjacent counties of New 
Mexico. Meat and mining, clothing and 
cement, railroads and tourists are main- 
stays of this area’s economy. Effective 
buying income per El Paso family is 20% 
above the national average, giving extra 
purchasing power to the rich market 


KTSM dominates. 
x kk 


They don’t look alike, these typical areas 
of Northwest and Southwest. But their lis- 
tening is the same. And as it is in 29 other 
primary Western markets, that listening is 
overwhelmingly NBC Western Network. 


Sy 


4 


A Service of Radio 
Corporation of America 


SAN FRANCISCO 


New England news- | 


/ AMERICAN 
| WEEKLY 


880488! 


P.S. These are the official 


5 ABC figures for the 20 
distributing units, 6 months 


ended March 31, 1946, 


“ 


...and at the lowest 
cost per color page per 
thousand of any leading 
weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing ...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
| The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


MERICAN 


THE 


\WEEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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F you want to start an argument 
among advertising men, bring up the 
subject of the magazine cover. Some 

idvertisers think there’s magic in covers. 
Others wenden’ touch them. 

But there’s one cover that most ad men 
will agree does add an “extra ingredient” to 
magazine advertising. That’s the “Sth cover” 
that’s wrapped around every copy of THIS 
WEEK Magazine. It’s the family’s Sunday 
newspaper. 

That cover doesn’t make THIS WEEK a 
better magazine for the reader. Only the 
editor can do that. 

But wrap that “Sth cover” around any 
national magazine, and it would make it a 
better medium for the advertiser. For it adda 
something extra to every advertisement on 


every page of the magazine. 


OTHIS WEEK MAGAZINE 


Des Moines Sunday Register 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


The Dallas Morning News 


The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


Any top national magazine, taken ey it- 
self, offers you the power, the color, the 
prestige, the reader-interest for a long-range 
national campaign. But when wrapped 
inside this “Sth cover,” THIS WEEK does 
that magazine job — and more. 

It gets right down to immediate business 
for you. It packs the local sales punch of the 
Sunday newspaper where your customers 
do their shopping... your dealers do their 
advertising ... and where the two get to- 


% 


gether to do business — tomorrow. 
kook 
That's the “extra ingredient” that maga- 
zine advertisers get in THIS WEEK Magazine. 
A most important “extra” in these days 
when advertising must not only build for 


the future, but make immediate sales. 


8'/2 MILLION CIRCULATION 


19 MILLION READERS (srazcx) 


The Philadelphia Evening Bulletin 
The Pittsburgh ‘Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 


LY 
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. beiyig’ you af cost. has joined Kiesewetter, Wetterau | drug and medical journals and 
sound slidefilm uses. & Baker, New York, as an art handle its direct mail advertisi 
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and advertising manager, has also | !94/, issue, Holiday, Philadelp! 
' will increase its basic page r 


been appointed vice-president of |: : 4 
David G. Evans Coffee Company, f°™ $1,600 to $3,000, with 
St. Louis, which was recently pur-|2Verage net paid circulation 
chased by Airline Foods Corpora- 750,000. 

tion, New York. 
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eads Hat Companies 

WFLM Call Changed | Alfred G. Keeshan has resign 
WFLIM, Flint, Mich., has been/|as vice-president of Bermingha! 


given new call letters of WTCB.|Castleman & Pierce, New Yo 
OIVISION OF THE Ma MaVOX COMPANY - FI. WAYNE The station, originally scheduled agency, to become president 


a a ee QS to join NBC Feb. 1, will become McLachlan Hats, Inc., and Sta‘ 
an affiliate on or about April 15. Hats, Inc., South Norwalk, Con 
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= By STANLEY E. COHE 


‘Small Market’ Stations 
Lecd Postwar Air Parade 

W ASHINGTON—Thougn there may 
be some doubt about the future 
of the small newspaper, people 
who put up money seem to have 
confidence in the small radio sta- 
During the first peacetime 
year, FCC authorized 365 new 
standard stations; among them 
are 223 250-watt fulltime opera- | 
tions, 74 1,000-watt daytime only, 
and 32 250-watt daytime only. 

NAB’s research department esti- 
mates that 458 of the 1,000 stand- 
ard stations on the air as of Jan. 
| were “small market stations.” 
of 123 that went on the air dur- 
ing 1946, 89 were small market 
stations. 

Half the grants since V-J Day 
are to communities that lacked 
their own stations. Another quar- 
ter were to cities with only one 
existing station. Of the 365 grants, 
94 were to cities of less than 
50,000 persons. 

Despite all these grants, FCC 
still has so many standard ap- 
plications pending that it has had 
to “freeze” new applications. To 
complete the picture of the growth 
f a more competitive radio busi- 
ness, remember that FCC hopes 
to have 700 commercial FM sta- 
tions on the air by Christmas. 

* * * 


tion 


The House committee on un- 
American activities has been ad- 
vised to look into 175 firms which 
bought space at $230 a page in 
Amtorg’s Russian-language ‘“In- 
dustrial Survey of the U.S.A.” In 
raising the question, Rep. Karl 
Mundt (R., N. D.) said he as- 
sumed that the firms were all in 
the 90% tax bracket. He felt it 
was “carrying neighborliness too 
far’ to provide Russia with 950 
pages of technical information 
about vital U. S. industries with 
U. S. taxpayers footing the bill. 

* a oe 


Representatives of the publish- 
ing industry discard most of Sen. 
Murray’s proposals for stimulating 
more competition in the news- 
paper business as “crackpot.” One 
suggestion, however, is sympa- 
thetically received. It calls for a 
single reporting form to provide 
the data needed by all government 
agencies. It would relieve pub- 
lishers of separate questionnaires 
for everything from social security | 
‘0 post office statements and in- 
come tax. 

* 


One of the busiest senators these 


* * 


days is Sen. William Langer (R., | 


N. D.). His civil service and post 
office committee is currently sur- 
veying the entire government for 
places where expenses can be re- 
duced. Shortly it will take up the 
Post Office deficit, with a view 
toward raising rates on most 
postal services. Eventually it must 
consider legislation for a Census 
of Business and Census of Manu- 
lacures. In addition, Sen. Langer 
he.ds the judiciary committee’s 
ubcommittee on monopoly, cur- 
e: ly considering S104, the O’Ma- 
ho.ey bill plugging a gap in the 
ton Act. The bill, formerly 
wn as the Kilgore bill, pro- 
ts a firm from buying the as- 
©. of a competitor unless FTC 
S!\es its approval. 
* * * 
he newsprint shortage was 
ight home to Congress last 
k when the Government Print- 
Office reported that it may 
short of paper for the “Con- 
sional Record” after priority 
ler the War Powers Act ex- 
*s March 31. In the past, the 
ernment has had little trouble 
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N, Washington Editor. 


getting paper. Its present diffi- 
culties have stimulated interest in 
development of an Alaskan news- 
print industry, to relieve the short- 
age. There will be more about 
this when the Senate small busi- 
ness committee, now headed by 
Sen. Kenneth Wherry (R., Neb.) 
takes up the newsprint situation, 
possibly next week. 


* * bd 


The Army and Navy Publishing 


FTC that it feels it is entitled 
(to use the words “Army and 
Navy” in its trade name. FTC is 
\trying to stop any use of the 
/words in trade names on the as- 
|sumption that they imply that the 
businesses are conducted by the 
|Army or Navy. The Baton Rouge 
\firm argued that these terms 
|“readily identify the nature of its 
business, which has consisted al- 
most entirely of publishing Army, 
Navy and Marine Corps units’ 
books listing personnel, activities 
and histories of such units.” 
oo a * 

A plan for “neighborhood tele- 

| vision relay stations,’ opening the 


(way for inexpensive home re-| 


ceivers, has been developed by a 
German expert, and released here 


‘Company, Baton Rouge, has told| by the Commerce Department’s | 


Office of Technical Services. (Six 
papers on television; PB-47865; 
photostat, $6; microfilm $2). Com- 
plete with drawings, it describes 
how the “relay station” takes over 
some of the functions of the home 
receiver, picking up the _ signal 
from the broadcast studio, divert- 
ing it into lower frequencies, fil- 
tering out interference. Since the 
signal is then transmitted by cable 
to the home receiver, clear recep- 
tion is possible with fewer tubes 
and other parts, and less power. 
ce se 


J. Walter Thompson Company 


{has been retained ‘fon a consulting 


basis” to advise on Naval Reserve 
recruiting problems. No paid ad- 
vertising is in sight. . . Without 
a murmur, RFC approved a $12,- 
500,000 loan for the Lustron por- 


39 


celain enamel home. As yet the 


firm still has no plant. 


‘Steel Publications 


| Shifts Personnel 
Don N. Watkins, president of 
Steel Publications, Inc., Pitts- 


burgh, has been elected chairman 
of the board. Charles Longe- 
necker, editor and vice-president 
‘since 1927, succeeds Mr. Watkins 
as president. 

Other officers are: N. R. Moll, 
executive vice-president; Milton 
R. Reich, vice-president in charge 
of sales, and Joseph H. Smith, sec- 
retary-treasurer. 


Names Headley-Reed 

| Station WWNC, CBS affiliate in 
Asheville, N. C., has appointed 
Headley-Reed Company as its na- 
tional advertising representative. 


The People’s Meeting Place 


IN WASHINGTON, D. C. 


IN WASHINGTON thousands of people 
meet each other every day through the 
Classified Advertising columns of The Star. 


In this great public market the people 
list their wants, they name their terms, they 
strike their bargains, they close their deals. 
Here there are no middle-men, no soliciting 
agents, no high-pressure salesmen. Here are 
the people talking to the people, people 


looking for 


people, people trading with 


people—people with things they are willing 
to sell, people looking for things they are 


anxious to buy. Here is Democracy, Free 
Enterprise, Free Trade—the people run- 


ning their own affairs. 


The Star is proud of its dominance in 


classified advertising. The 


Star furnishes 


the medium—but the people do the rest. 
They choose The Star as their medium be- 
cause they know The Star is a welcome and 


interesting visitor 


in most Washington 


homes. It is delivered to more Washington 
homes than any other newspaper, for it has 


won their respect—and 
confidence. 


it holds their 


Latest Count of Number of Classified Ads in Washington, D. C. 


Sunday Newspapers, October 


27, 1946 


Times- 
Star Post Herald 
Se III 562.65 ed a oe OE EO Fas ra ej 216 280 
METS ohne sorb 6 5255 SoBe Veale BG 285 37 18 
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I 58352 40: 99058 a ek ae Rs a Ke 49 25 25 
TI of nse nck @less vad ei ewes 66 41 18 
Memoriams—Card Thanks ............. 19 ] 1 
SRE eS eee Te eee ee eee 37 17 23 
Se See rere Tee 39 29 0 
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Classified Ads from the general public are never solicited by The Star 
All are voluntarily inserted. 
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The rates for this department are as 
and “Representatives Available,” 
g@paces per line; 


follows: “Help Wanted,” 


THE ADVERTISING MARKET PLACE 


“Positions Wanted,” 
50 cents a line, minimum charge $2. 
light body face 34 per line, Box numbers add two lines. 
Thursday noon, 11 days preceding publication date. 


“Representatives Wanted,” 


Figure bold face heads 25 letters and 
Terms cash with order. 
Display advertisements take card rates. 


Forms close 


HELP WANTED 


“ADVERTISING & PUBL ISHING | 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS,—Personnel 
209 S. State St., Har. 2063, Chicago 


~~" FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago __ 


“ADVERTISING & PUBLISHING | 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
_ 30 W. Washington St., Chicago 3 


SECRETARY WITH ADVERTISING 
experience to assist Top Executive 
handling large portion of business 
by mail. Must be between ages of 
22-32, college trained, and well 
above average in ability, appear- 
ance, and personality. Excellent fu- 
ture at increasing salary for busi- 
ness career-minded girl free to 
locate in midwestern city of 100,000 
pop. Write for further details of 
this position, outlining your quali- 
fications, references, and how soon 
you could be available. All replies 
held strictly confidential. 

Box 8742, ADVERTISING AGE 

_ 100 E. Ohio St., Chicago 11, Ill. 


PUBLISHER’S REPRESENTATIVE 
Well known and highly reputable 
class consumer mag. offers gd. oppty. 
for man with some exp. to sell adv. 
space in New England. Will work 
out of Boston & should live nearby. 
Car helpful. Exc. starting salary. 
Please give complete details, age, 
exp., etc. 
Box 8743, ADVERTISING AGE 

330 W. 42nd St. New York 18, N. Y. 


" OPPORTUNITY—ARTIST— 
AYOUT MAN— 

We want ~ competent artist who is 
outstanding in making fresh, mod- 
ern, well-balanced layouts and who 
ean do finished art work. To such a 
man we offer a good salary and 
bonus arrangement with one of the 
most progressive 10-year-old South- 
ern advertising agencies. Congenial 
organization in a well located, pro- 
gressive Southern city. We do not 
cater to “temperament.” Write fully. 
Samples will be requested if desired. 

Box 8747, ADVERTISING AGE 

100 E. Ohio | St., Chicago 11, Ill. 


Business manager for well known 
national industrial business publica- 
tion. Previous experience in adver- 
tising sales or business paper man- 
agement necessary. Ages -40. 
Excellent opportunity 


position with substantial income. 
Furnish complete experience and 
qualifications, 

Box 8753, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Tl. 
SALES MANAGER 

Are you 35 to 45 years old? Could 
you build and direct a strong sales 
force for nationally distributed 
products? Are you experienced 
small traffic electrical appliances 
and photographic accessories? Are 
you looking for that BIG job, with 

a substantial starting salary and an 
unlimited future. Our client—an 


aggressive, enterprising, 21-year-old 
Chicago manufacturing firm now 
launching its greatest expansion 
program—is ready to hire such a 
man. Address inquiries to George 
H. Hartman Co., Dept. K, 307 N. 


Michigan Ave., Chicago 1, Il. 


First Class Artist 
To make black and white drawings 
for reproduction. Must have thor- 
ough nowledge of bag manufac- 
carne and printing processes. State 
xperience and salary desied in let- 
ter. Address inquiries to Thomas M. 

Royal Co., Beaumont, Tex. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters since 1920 for 


ADVERTISING PERSONNEL 
Executive © Copy © Art © Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 


New York 17, N. Y. 
LExington 2-8862 


for life long | 


in | 


SPACE 
REPRESENTATIVE 


Unusual opportunity for qualified 
salesman to represent national well- 
established business paper in New 
York. We are looking for an experi- 
enced salesman—30 to 40 years of 
age—who has proved record of sales 
ability. Prefer New York resident. 
We are realigning and expanding ovr 
sales force. If you understand in- 
dustry operation, and if you are in- 
terested in getting into an expanding 
field, write 


Box 6648, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


POSITIONS WANTED 


| noRce 


“TOP-NOTCH RADIO CONDUCTOR 
AND MUSIC ARRANGER 
wishes to change connections. Inter- 
ested in opportunity to bring talents 
into FULL play, for MUTUAL AD- 

VANTAGE. 
Box 8730, ADVERTISING AGE 
330 W. 42nd St., N. Y. 18, N. Y 


31-YR. OLD UNIV. GRAD WITH 
VARIED ADV. AND SALES EXP. 
Seeks grtr. oppty. Has sales, copy, 
prod. exp. with agency, mfg., re- 
tailer. Now with lge. Ch’go engrav- 
ing firm supervising prod. Knows 
costs, gd. copy, art. Likes contact 
wrk. Gd. detail man. 2 yrs. asst. 
adv. mgr. & copywriter. Mrd. Will 
locate anywhere except East. 

Box 8736, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 

To head department for progressive 
manufacturer. Fully qualified in 
planning, copy, merchandising and 
sales promotion. Specialist in appli- 
ances and building materials. 15 
years’ experience. Write. 

Box 8737, ADVERTISING AGE 

100 E. Ohio. St, ., Chicago _ 11, I Il. 


FREE LANCE ARTWORK 
modern layout, lettering, designing. 
Overnight service. 

Box 8738, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADV. OR PUBL. ASSISTANT— 
Book promotion (or general con- 
servative accounts), copy & editing, 
layout prteg., prod., grad. advertising 
background. Old estbl. firm. Age 45, 
$85-$100. Chgo. area. 

Box 8752, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


READY TO “GO” Former wkly. editor 
with gd. prtg., publg., bked., “ear” for 
words, & a “feel” for the right phrase 


seeks adv. oppty. Can write copy, 
make rough layouts, & edit hse. 
publ. Some direct mail. Know typog- 
raphy, composition, merchandising, 
|musie. Gd. ed. ILC.S. course com- 
| pleted, “A” grade. Age 35. Prefer 
| South, 

Box 8745, ADVERTISING AGE 
___100 E. E. Ohio St. Chicago 11, Tl. 
EDITOR 
| with long, diversified experience in- 


tion, wide contacts—seeks business 
or general publication post demand- 
ing editorial know-how. 

Box 8748, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
SEASONED INDST. ADV. MAN 
Six years mail order 


three 


| 
ES also production and promo- 
} exper. 
] 
| 
| 
| 


years agency writing. Familiar with 

| layout, art and prod. Clear thinker, 
real producer. College grad. Married 
36. Sal. $7000-$8000. 

Box 8749, ADVERTISING AGE 
100 E. Ohio St., Chicago zi, ill. 
PUBLIC RELATIONS 
Now in public relations dept. of 


New York ad agency, veteran 32, 7 
years’ newspaper experience, seeks 
public relations position requiring 
concept and ability beyond mere 
publicity. 

Box 8750, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTIS’°G & SALES PROMOTION 
Exec. with performance-proved rec- 
ord in all phases effective advertis- 
ing seeks opportunity to originate 
promotion that will produce maxi- 
mum profits in competitive days 
ahead. Young, creative, aggressive. 
Box 8754, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| 330 W. 42nd St., 


| 


POSITIONS WANTED 


Asst. Prod. Megr., all phases, Natl. 
| Accts., N. ¥. C, Agency Bkgnd. 

Box 8739, ADVERTISING Ace 
330 W. 42nd St., New York 18, N 


* y. 
Experienced Space ‘Salesman with 
sound selling background available 
as Chicago Territory. Representa- 
tive for established trade or con- 
sumer publication. College graduate, 
married, age 34. 

Box 8751, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, au, 


975% “SALES INCREASE 
...for one nationally-known organ- 
ization; triple increase for another 

by young exec. with 8 yrs. brd., 
intensive exp., all phases direct 
mail; gril. advg. & sales campaign 
planning; merchandising; copy, art 
& prod. direction; testing; schedul- 
ing; sales met. sales analyses; cred- 
its; collections; gen. administrative 
functions. 5 yrs. direct contact with | 
dealers, whlisrs.; mfrs. 7 yrs., Dept. 
Head. Top-of-class grad. Northwest- 
ern University School of Commerce 
1935. .Exc. re. Want real chance to 
give full play to this exp.—Facis, 
figures, samples at interview. 

Box 8755, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


~ REPRESENTATIVES WANTED _ 
National paper ~ desires 


ABC trade 
Oklahoma-Texas advertising repre- 
sentation. Limited possibilities de- 
mand rep. now handling other papers. 
Box 8740, ADVERTISING AGE 
___100 E. Ohio St., Chicago 11, Ill. 


~~ BASTERN ADVERTISING 
REPRESENTATIVE WANTED 
By publisher of three business pub- 
lications, to cover New York, New 
England, Penn., Del., Md. Require at 
least 50% of your time—possibly 
work out full time deal. Send full 
information—age, experience, etc. 
Box 8744, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, |, Til. 


~~ MISCELLANEOUS a 


one PRINTING COSTS 1,000 offset 

“x11 printed $3.95; 5,000 $15.75. 

deel quantities less; 48 hour serv- 
ice; samples, price list free. 
FIDELITY COMPANY 
Parkersburg 2, W. Va. 


ART BUYERS ‘for illustrative, 
commercial, industrial, and publicity 
photographs call Wabash 7259. 

Don Bryan Studios 


~ PUBLICATION WANTED 
Will buy trade or class magazine. 
Give complete particulars. 
Box 8679, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


magazine 


FOR SALE—Monthly 


in 
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Variety Stores 
Forecast Record 
Sales During ‘47 


Plenty to Offer 
Now—and Every 
Item's in Sight 


Cuicaco—Shoppers who fairly | 
drip with nostalgia thinking about) 


the stores of the “good old days,” 


when there was less swish but | 
tremendous hordes of merchan- | 
dise, can swallow the lumps in| 
| their throats, scurry down to the| 


nearest variety store, and have a 
field day. 

For, alongside the nation’s esti- 
mated 10,000 variety stores with 
their heterogeneous collections of 
stocks, the fairyland of children 
is, to put it bluntly, a piker. Also, 
it might be well to note that they 
have done an estimated volume of 
more than $500,000,000 a year. 
And in 1947, they expect to whoop 
this up to such an extent that 
right now the actual volume is 
anybody’s guess. 

This anticipated sales increase 
will occur for several reasons, 
not the least of which is the fact 
that variety stores are now hap- 
pily able to get and sell enough 


;/merchandise to sink a ship. At 


{the third Variety Store Merchan- 


dise Fair sponsored by the Na- 
tional Association of Variety 
Stores here Feb. 3-6, 54 exhibitors, 
‘many of whom entered the fair | 
this year for the first time, dis- | 


'played goods that range all the 


way from a device that in one 


;Sswipe hacks a potato into poten- 


tial french fries, to 
underwear and lamp shades. 


Wide Stock Range 


leisure field with newsstand dis- 
tribution and circulation close to 
50,009. Price of $150,000 justified by | 


earnings record. 
qualifications and evidence of finan- 
cial responsibility. 

Box 8746, ADVERTISING AGE 
New York 18, N. Y. 


PRIVATE OFFICES AVAILABLE 
Finest mid-loop location. Also art- 
ist’s studio ultra modern layout. 
Phone service-receptionist. 
quickly, space limited. For appoint- 
ment ¢call Pensacola 8810 


If you know editing and publishing 
and want to live in Florida the year 
round here is a real opportunity for 
you to purchase only publication in 
field with earning capacity of six 
thousand dollars or more reason for 
selling is that it does not fit into 
present operations. Price fifteen 
thousand dollars. Wire box. 

Box 8741, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Continental Opens 
Campaign for New 
Cobbs Whisky 


PHILADELPHIA—Continental Dis- 
tilling Corporation has launched 
a national campaign, 
full-color pages in Collier’s, Lib- | 


zines, and 1,000 and 201-line news- 
|paper ads, for the new Cobbs 
blended whisky. 

| The magazine advertisements | 
\will feature a master blender, 
holding a dock-tester—symbol of 
ithe blender’s art. The tester, 


| 


including | jagency. 


Ramsey Oppenheim 
Joins Short & Baum 


Ramsey S. Oppenheim, general 
manager of Western Advertising, 
San Francisco, since 1940, has 
been appointed a _ vice-president 
and San Francisco manager for 
Short & Baum, Inc., Portland 


Allen 


Oppenheim has become 


erty, Life and other national maga- manager of Western Advertising, 


and he and Ramsey 


Oppenheim 
Sr. 


continue as partners of the 


| company that has published the 


|Shaped like a brandy snifter but} 


without a stem, will be featured 
‘in all Cobbs advertising. 
Twenty-four sheet posters and 
,car cards will be widely used to 
|supplement space in magazines 


magazine since 1919. 


Schedule First Aid Week 

National First Aid Week, spon- 
sored by the National Association 
of Retail Druggists, has been 
scheduled for May 16-25. Awards 
will be made to the druggists who 
show the best window displays 
during the week. 


‘and newspapers. Dealer sales aids| Names Houdeshell 
include salesmen’s portfolios, win- | 


dow and counter displays, menu 
covers, bar novelties, highball 
stirrers, etc. 

Al Paul Lefton 
handles the account. 


Company 


D. F. Houdeshell, formerly man- 


lager of the sausage department of 


John Morrell & Co., Sioux Falls, 
S. D., has been named manager 
of sales activities in meat packing 
and allied industries of Basic Food 
Materials, Inc., Cleveland. 


Horne Names Orr Agency | Lowry Joins Basford 


A. C. Horne Company, Toronto, 
a subsidiary of the Sun Chemical 
Corporation, New York, has named 
William R. Orr & Co., Toronto, to 


direct its advertising. 


Buxton P. Lowry, 


formerly with 
Henri, Hurst 


& McDonald, Chi- 
cago, has joined G. M. Basford 
Companv, New York, as an ac- 
count executive. 


Reply should give! 


Such standard items as needles 
jand thread, paper products, shoe 
lracks and cutlery were shown. 
Among newcomers even to dis- 
| play counters of variety stores, 
there are now available such items 


be No Darn, a factory-made “darn” 


for worn socks that is not sewed 
‘on, but 
through a sort of thermo-plastic 
weld. Some items, like Zip cream 
hair remover, which became war 
casualties through a shortage of 
tubes, are back in full swing. 

Possible fears that variety store 
prices may be higher on compar- 
able items than those of other 
types of stores are being ham- 
mered down by more careful buy- 
ing. Members of the national as- 
sociation now own Navs, Inc., St. 
Louis jobbing house catering to 
the variety store industry and a 
warehouse for the 1,000 members 
of the group. To coordinate buy- 
ing, and to present what Marvin 
Smith, secretary-treasurer and 
managing director of the associa- 
tion, calls a “united front,” the 
remainder of the nation’s variety 
store operators are being invited 
to join the three-year-old asso- 
ciation and thus benefit from 
group buying. 


Sales Appeal to Men 


More buying is done with con- 
sideration of male customers. 
Joseph Reiss, writing in National 
Variety News, monthly which the 
association launched last year, 
says that men know more about | 
shopping than they did years ago'! 
and criticizes variety retailers for 
failure to cater to them. He says 
that 38% of supermarket cus-. 
tomers are men and implies that 
an equal number can be lured to 
variety stores if merchandising is 
planned more for them. 


Buying, which is no easy task 
for variety store operators, is also 
no cinch for manufacturers and 
their representatives. Many of the 
smaller stores depend on one man 


947 
jto do the buying for all depart. 
|ments and some are virtually ine. 
|'man management stores. T 


to get attention of these sn 
|store operators has been ma 
ladvertently tough for sale: 
The result is that many man 
turers feel relatively small « 
are not worth the actual « 


the sale. 

One answer to this objectio: has 
been the growing use of ¢ rect 
mail by manufacturers, who aye 
discovered that it can be read at 
times when other sales approa hes 


women’s | 


ironed on permanently | 


are impossible. 
Newspapers Favored 


On the otner hand, the adver. 
ising by variety stores has re. 
solved itself pretty much to news. 
papers. Some stores in larger 
communities use radio and claim 
good results, but newspaper copy 
is by far the leader. Outdoor ad- 


vertising is sketchy for most 
variety stores. 
Variety .stores operate like 


probably no other retail establish- 
ment. What may appear a rather 
haphazard, lazy way of covering 
every possible bit of space with 
some sort of merchandise is really 
a successful merchandising method 
which pays off handsomely in 
separating customers from their 
money. The rule is—every item 
in the store’s inventory should be 
displayed somewhere in the store. 
Variety store customers gen- 
erally are a hardened lot who 
don’t want to guess how much an 
item costs. If the item is not 
plainly priced, about 70% of the 
women who come in the store 
don’t like it. Customers. want 
*>|items in window displays marked 
'with prices. While some retailers 
may not agree, variety store oper- 
iators say that impulse buying is 
| boosted when’ items are plainly 
| priced. 
Average Sale Increasing 


| The average sale in a variety 
istore today runs about 40 to 50 
lcents, which is about 40% more 
than the average prewar sale 
Customers too, have changed 
Years ago, there was a marked 
aversion on the part of some t 
shopping in a variety store, says 
Frank A. Scharlott, president of 
the association and a_ successful 
variety store operator. In recent 
years, he says, the trend has been 
such that Judy O’Grady and 
colonel’s lady find themselves at 
the same counter and liking it 

Every time somebody mentions 
depression, many retailers shudder 
and fan themselves. But, para- 
doxically enough, depressions only 
serve to increase the sales 
variety stores. They may not c 
out with much in the way of 
creased volume, but they do ma 
tain sales. Mr. Scharlott attrib: 
this to the fact that when hard 
times come knocking, many folks 
who don’t ordinarily shop at 
|variety stores, come to save «and 
| Stay on and on as regular 
mmuae 


of 
me 
in- 
in- 
ites 


‘Names Merilees, Watscn 

Harold Merilees, manager o! (he 
public information departmen 
British Columbia Electric Rai!\a) 
Company, Vancouver, has. |en 
elected chairman of the adve: \\s- 
ing and sales bureau of the \ - 
couver Board of Trade. \V & 
chairman of the bureau is H 5 
Watson, McKim Advertising, \ ©- 
couver. 


‘Two Appoint Poyntz 

Alford R. Poyntz Adverti 
Toronto, has been appointed t 
rect the advertising of On 
Shoe & Leather Company, Lea 
Ont., and the control equip! 
of Powers Regulator Compa! 
Canada, Toronto. 


Two Name Walsh Agen y 


Walsh Advertising Comp 
Toronto, has been appointed 
handle the advertising of 
products of Hart Products S 
Ltd., Toronto, and of Guvett P 
tic Products, Windsor, Ont. 
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Jackson Brewing’s 
Soots Prepare It 
for 10° Below 


lew OrLEANS—If the tempera- 
ture goes above 100, or falls lower 
th.n 10 below zero, Jackson Brew- 
ine Company here will have to do 
something about its spot radio 
ca npaign. . 

‘or Jax and Tex beer, the com- 
pany has just launched the spot 
series on 14 stations in major mar- 
keis in Louisiana, Alabama, Mis- 
sissippi and Texas. Each spot fea- 


tures a jingle announcing the tem-| 


perature, as reported for the latest 
hour by local meteorologists. 

The series was handled for Jack- 
son by Anfenger Advertising 
Agency, St. Louis, and was pro- 
duced by Starr Radio Productions, 
Chicago. Mort Hall, Chicago radio 
writer, prepared 110 jingles to take 
care of each temperature reading 
from minus 10 to 100 above zero. 

Jack Starr, who recently formed 
the Chicago production company, 
also is syndicating the series to 
other advertisers and to stations 
for sustaining service. The spots 
call for no special engineering 
service when broadcast. They are 
believed the first jingles ever based 
on weather reports. 


Issues Trailer Data 


Automobile & Trailer Travel 
Magazine, Chicago, has published 
its first postwar Trailer Park Di- 
rectory, containing names and lo- 
cations of trailer parks throughout 
the country and facilities each 
has to offer, points of interest in 
every state, and state laws govern- 
ing trailers. The directory has 
been combined with the January 
issue of the magazine. 


‘Fussy Foursome’ Returns 


The Fussy Foursome, famous 
golf character group featured in 
advertising of Acushnet Process 
Sales Company, New Bedford, 
Mass., maker of Acushnet golf 
balls, has returned in copy sched- 
uled for Collier’s, The Saturday 
Evening Post and Time. H. B. 
Humphrey Company, Boston, is 
the agency. 


Tips to Houston Agency 


Kern Tips has resigned as man- 
ager of Station KPRC, Houston, to 
become one of the principals of 
Franke - Wilkinson - Schiwetz, 
Houston. The agency has changed 
its name to Franke-Wilkinson- 
Schiwetz & Tips. 


[T'S DIRECTION 
THAT COUNTS! 


One of the best indications of 
the vitality of a city, is the 
bank debits. 


According to the most recent 


increase of its 
report of the Federal Reserve 
Board, Winston-Salem has 
shown the greatest growth in 
bank debits over last year in 


the state of North Carolina. 


This is not surprising in a city 
which produces such a large 
percent of all manufactured 
goods in North Carolina. 
Winston-Salem is fast becom- 
ing the Number 1 City in the 
Number 1 


South's State,—a 


“must” for advertisers with 


something to sell! 


| Journal and Sentinel 


Winston-Salem, North Carolina 


KELLY-SMITH COMPANY 


| 


| 
| 


| 
| 
| 


REHEARSAL ON WHEELS —The new De Soto Suburban bought by Chuck 
Acree, emcee of the “Man on the Farm" radio show, accommodates the entire 
engineering, production and acting staff for the weekly (Saturday) trip to the 


| Quaker Oats experimental farm in Libertyville, Ill. 


The car's three rows of 


| seats instead of the usual two do the trick. 


Seal Names Lindsay 
| Seal, Inc., Shelton, Conn., maker 
of sealing agents, has named Lind- 


say Advertising Agency, New 
|'Haven, Conn., to handle its ac- 
count. 


Form Adclub in Austin 

An advertising club has been 
organized in Austin, Tex., with 
David G. Benjamin, DGB-Adver- 
tising, as president. Otier officers 


are S. M. Apperson, Texas Public | 
Service Company, vice-president; 
Vivian Dimaline, Steck Company, | 
secretary, and Al Jennings, adver- | 
tising manager of the Austin 
American-Statesman, treasurer. 


Campbell Joins Hazard 


Murray Campbell, formerly on 
the editorial staff of Fortune, has 
joined the copy staff of Hazard 
Advertising Company, New York. 


|\Sundays over the CBS 


Philharmonic to Tour 


U. S. Rubber Company will 
sponsor a concert tour of the South 
and Midwest by the New York 
Philharmonic -Symphony starting | 
April 11. The orchestra, heard | 
network | 
under U. S. Rubber sponsorship | 
through the Campbell - Ewald | 
agency, will play 28 concerts in 24 | 
cities during the tour. 


Illinois Daily Names | 
Public Service Chief 


John C._ Stafford, promotion | 
manager and circulation manager 
for the Register-Republic and} 
Morning Star, Rockford, Ill., has | 
been appointed director of public 
service for both newspapers. Wil- | 


liam K. Todd, son of the news-| 
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papers’ general manager, E. K. 
Todd, has been named circulation 
manager. 


WHAT’S GOING ON? 


e@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St., Chicago 4 


STAte 5977 —— 


RAPID COPY SERVICE 
123 N. Wacker Dr., Chicago 6 


Out-size enlargements com- 
pel attention, RCS Giant 
Prints are GIANT salesmen 
for you. 


3. Dagger 


1. Butterfly Folder 


C] Mailer with a portion which pops up 
when unfolded 


_] Type of folding machine 
C) Butterfly 


collector’s catalog 


-) Engraver’s tool 
(| Competitive phrase in an ad 


|| Character which indicates a footnote 


Test your word knowledge 


of Paper and Printing 


2. Strike-In 


_} Patch on an electroplate 


) Penetration of ink into paper 
| Copy inserted into typeset text 


4. Finish 


Ingredients for paper 


Surface property of paper 


Name of a display type face 


Butterfly Folder is 
folded so that when it 
pops up. 

even the most 


1 


a portion 
piece 
design 
it is produced on bright, 


2 


surface 
of strike-in 


National Representatives: 


Any 
gains in effectiveness when 


Levelcoat* Printing Paper. 


Strike-in is the penetration of 
ink into paper, a factor in quick 
drving. In Levelcoat, there are care- 
fully balanced qualities of body and 
permitting a high degree 

yet retaining the inci- 
sive quality of cleanly printed text. 


ANSWERS 


3 


a mailer 


Dagger, a character 


is opened, dicate a footnote. is 


ute to outstanding printability. 


used to ine 


naturally a 


1872—75 YEARS OF FINE PAPER MAKING 


fevelccal 


mailing staple in every type shop. With better 
unusual in nA Level Ae sii are staple. P R | N T | N G PA P E R S 
too. For long experience has proved Pe eT ee ee ee x . 
distinctive the uniform dependability of Level- ply sy inemmadials wees \\\ 4 rkooucr oF 
coat performance. solicit your patience. The t Kimberly 
he an I coat Printing | 
Finish is that property ot paper Pape at nt \ Clark 
which is determined by its surface — : ad \ 
contour and gloss. At Kimberly Pee Oe eT : 
Clark, control in manufacture. plus KIMBERLY-CLARK CORPORATION 
laboratory checking. gives Levelcoat 
a finish and formation that contrib- NEENAH, WISCONSIN “TRADEM 
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Posters Boost 
Daily Wine Use 


San FrRancisco—With a series 
of still-life illustrations on outdoor 
posters, Petri Wine Company is 
promoting the use of wine with 
simple foods to encourage daily 
use of wine with meals rather than 
on special occasions only. 

While the outdoor poster series 


Building 
SUPPLY NEW 


is aimed at broadening the gen- 
eral market, Petri is also going 
‘after the connoisseur market with 
|consumer magazine advertising for 
‘its Angelo Petri Signature brand 
‘of rare, connoisseur wines. 

| The outdoor series is Petri’s an- 
\swer to competition of low-priced 
brands and now stresses dessert 
/wines, which are believed to be 
‘the most popular. 

| Young & Rubicam, Hollywood, 
lis the agency. 


Chicago Firm Gets 
Finch ‘Fax’ Rights 

Finch Telecommunications, Inc., 
Passaic, N. J., has given the Auto- 
matic Electric Company, Chicago 
manufacturer of telephone equip- 
ment, rights under Finch patents 
to manufacture and sell or lease 
Finch facsimile apparatus which 
transmits pictures and prin 
matter by wire or radio. 

W. J. Caverley, president of 
Automatic Electric, said the com- 


only to telephone companies, but 


/to business, industrial and service | 


organizations wanting the equip-| 
/ment to speed up their operations. 


Dan Donahue, assistant national | 
advertising manager of the Min-| 
neapolis Star and Tribune, has| 
been granted a six-month leave of | 
absence to work with the national | 
division of the Bureau of Adver-| 
_tising, American Newspaper Pub- | 


Advertising Age, February 10, 947 


How Richman Brothers Serves Its 
‘To Work with Ad Bureau Sfockholders, Employes, Customers 


No Strikes, No Sales, No Passing of 
Dividends for Unique Clothing Company 


(Early this year H. P. Scharf, 


advertising manager of Rich: ian 


lishers Association. He will serve Brothers Company, a major factor in the men’s clothing field «nq 
K | one of the industry’s most consistent advertisers, told a gatherin of 


‘as account executive and work) 
with the bureau’s methods of busi- | 
/ness analysis. 


Shenton Forms Agency 


Kenneth C. Shenton, formerly 
with Wilson, Haight & Welch, 
Hartford and New York, has 
|opened the K. C. Shenton Adver- 
'tising Service at 612 Capitol Ave., 
Hartford. 


Appoints Friend-Sloane 


Barcee Originals, girls’ and 


are so incisive and interesting that 
full text.) 


BY H. P. 


At no time in history was there 
greater appreciation among man- 
ufacturers and merchants of the 
value of sound advertising, in spite 
of the fact that we are in the 
eighth year of a 


Scripps-Howard Newspapers of his company’s advertising and »er- 
chandising philosophy and the employe and stockholder relations 
which back them up. His company is so unusual and his comments 


they are presented here, in nearly 


SCHARF 


the company paid 104 consecutive 
quarterly cash dividends. In good 
years there was more to divide, 
and in lean years there was less, 
but prosperity or depression, war 
or peace, stockholders who ip- 


pany will tool up immediately for | teens’ blouse manufacturer, has 
production of Finch equipment appointed Friend-Sloane Advertis- 
and hopes within a few months to|ing, New York, to direct its ad- 
‘be able to make shipments, not | vertising. 


the poor 


vertisers 


It was research that provided improvement in 
electrotype moulding operations. Impression lead, 
tenaplate and vinylite were each thoroughly tested 
before adoption. Mats, likewise, had the benefit 
of research. The early ones were laminated and 
rolled. Then followed the improved fabricated mat, 
while today the direct pressure coated mat is 
“tops”. * It is a source of pride with P & A that 
it has always kept abreast of the times. Perhaps 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS + STEREOTYPERS 


a Lincoln was 


as just and generous to the rich and well born as to 


and humble—a rare thing among politicians. 
—JOHWN HAY 


Manufacturers, if they are to survive competition, 
must be continually alert to the development of 
new production methods and processes. * The 
electrotype and mat industries are in such a category. 


this is one of the reasons it rates high in leader- 
ship — serving agencies, local and national ad- 


with their electrotype and mat needs. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


sellers’ market. 
For if the mer- 
chandise — short- 
ages of the past 
few years did 
nothing else, they 
underscored this 
important fact: 
The American 
people prefer 
known brands, 
advertised brands 


vested their money in our busi- 
ness received a cash dividend 
every three months, without a 


MY HIRED 
HANDS HAVE THE 


H. P. Scharf 


— brands they 

/know and trust, and can depend 
on for uniform quality and value. 
The present generation of busi- 
ness executives knows this, and 
when selling campaigns are made | 
/up, you may be sure there will be | 
generous provision for advertising. | 
| At long last, the mystery and 
‘misunderstanding that have | 
|shrouded advertising in the past | 
are clearing up, and advertising is | 
being recognized for what it is—| 
not an indulgence in the vanity of | 
seeing one’s name in print—not an | 
instrument with which to raise | 
prices or foster monopolies, but a | 
_business tool which makes pos- 
sible mass production and mass | 
employment through the creation | 
|of mass markets. If there still are | 
| those who doubt it, I hope you will 
_pardon me if I point to Richman | 
| Brothers clothes, the great Ameri- | 
can value, as evidence that sound | 
merchandising and sincere, con- | 
sistent advertising lower prices | 
and increase the buying power of | 
the consumer’s dollar. 


Three Party Policy 


KNOW HOW... 


RAYMOND LABORATORIES 


Incorporated 


WHERE BEAUTY IS A SCIENCE 


ST. PAUL 1, MINNESOTA 
Cable Address—Raylabs 


November 14, 1946 


Publicity and Promotion Director 
Station WN A X 
Yankton, South Dakota 


Dear Sir: 


Received the latest batch of RAYVE pro- 
motional material from the ‘Big Aggie 
Station'' today. As in the past, you're 
doing one of the most outstanding jobs 
of promoting our radio shows in the 
whole country. 


Keep up your consistently fine work—we 
really appreciate it. 


Sincerely, 


RAMOND LABORATORIES INC 
J. A. LeDuc 
Advertising Manager 


Richman Brothers are advertis- 
ers, and because of it we feel an 
| added sense of responsibility to do 
the right rather than the expedi- 
ent thing in all of our dealings 
with customers, workers and 
_stockholders. Unlike non-adver- 
_tisers, makers of advertised prod- 
ucts cannot hide behind anonym- 
ity. We've invested a lot of 
money to build up a good name, 
and we cannot afford to take 
‘chances with it. Such enlightened 
|self-interest among makers of ad- 
vertised products is the best pro- 
|tection in the world for the buy- 
ing public, and I am happy to say 
that more people are now aware 
of it than ever before. 

In our own business, we start 
with the premise that everything 
we do concerns three parties— 
our customers, our workers and 
our stockholders. Every policy we 
make must be just and equitable 
to all three, else it can’t be a 
Richman policy. 

The business was founded by 
Henry Richman in Portsmouth, O., 
in 1853. It was moved to Cleve- 
land in 1879. When he was 16, 
Nathan G. Richman, the eldest of 
the founder’s three sons, joined 
the firm. A few years later, when 
they in turn reached the age of 
16, Charles L. and Henry C. joined 
their brother and father... 

In 1920 the business became a 
publicly-owned corporation, and 
the record shows that in 26 years: 


JALeDuc:ms 


Affiliated With 


The American Broadcasting Co. 


WNAX is available with KRNT 
and WMT as_ the 
Group. 
rates. 
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exception, in all the years 
nis has been a_ publicly 
company. Obviously, Rich- 
rothers Company is not a 
arti e wonder. Certainly it has 
fll d its obligation to the 
pop: who provided the risk cap- 


let us look at the record 
dealings with our workers. 
the business .was incorpo- 
in 1920, Richman employes 
taken into partnership 
nh a stock distribution. The 
rst i-sue was sold to the public 
$4: per share. To Richman 
orkers the price was $16.67. In 
> than a year’s time the em- 
yes had their money back in 
e form of dividends, and they 
dj their stock too. Incidentally, 
bh Richman share bought in 
10 is about ten Richman shares 
pw. in all, there have been five 
ock distributions to Richman 
nployes. 

A few years ago, Mr. Lewman 
Richman president) was a mem- 
p of a committee that had to 
, with wages, working condi- 
ns and other matters affecting 
e entire men’s clothing indus- 
y. He had an epportunity to see 
be wages paid by clothing manu- 
cturers in every price bracket 
din every market in the coun- 
y. We have his word that the 
nual wages of Richman Brothers’ 
iployes are the highest in the 
dustry. 


No’ 
ou 
her 
nted 
ere 
prou 


Front Door Only 


I mention this fact because when 
lis said and done, it’s wages that 
py for the groceries and the rent, 
id nothing that an employer does 
r his people should be done at 
e expense of good wages, nor 
hould it come out of wages. At 
e same time, the Bible tells us, 
flan does not live by bread | 
one.” We believe it’s important 
nourish the human spirit as 
ell as the body. That’s why we, 
hve only one entrance—the front 
htrance. We have no employes’ 
trance. The humblest worker as 
ell as the president comes and 
es through the same front door. 
We think it’s important to give 
gnity to the men and women 
ho make our clothes. That’s why 
r highest officials and execu- 
es take turns in greeting our | 
ople each morning as they come | 
) work, and saying “good night” 
»b them when they leave. That’s | 
by we eat in the same dining | 
m, stop and talk on intimate 
rsonal terms whenever’ and 
herever we meet, and make it)! 


point never to forget their birth- | 


hys. It may be only a compact, 


“PREFERENCES in 
INGUSTRIAL LITERATURE” 
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or a clothes brush, but any mar- 
ried woman will tell you it’s the 
thoughtful little things that make 
life beautiful, and are most ap- 
preciated. Mr. Lewman’s door is 
open at all times to any man or 
woman who cares to talk to him, 
no matter what the problem... 
It’s things like that, multiplied a 
hundred fold, that have enabled 
us to get along so well with our 
people, and have earned for us 
the deserved name—the Richman 
Family. 

Now, I hope I haven’t given you 
the impression that we look after 
the needs of the spirit at the cost 
of our people’s material require- 
ments. Were that so, everything 
I just told you would be a shame- 
ful sham. Our people would be 
the first to see through it, and in- 
stead of the good will and team- 
work we enjoy, we would have, 
and deserve to have, ill will and 
trouble. I’ve already told you we 
pay good wages, and that many of 
our people have a stock interest 
in our business. In addition, it’s 
an old Richman custom that when 


we make, we give. This year we 
made, so we cut a melon of nearly 
$300,000 among our workers, and 
we do that whenever we have a 
good year. We don’t call it a 
profit sharing system or an in- 
centive system. But if it isn’t that, 
I’d like to know what it is. 

Twenty-five years ago, it was 
customary for business firms to 
give vacations with pay to office 
people, department heads and ex- 
ecutives, but not factory workers. 
To the best of my knowledge, 
Richman Brothers was the first 
manufacturing business in this 
country to recognize no distinc- 
tion between production and office 
employes, and to give all workers 
two vacations a year with full 
pay. 


Other Benefits 


Some years back we took out 
life insurance policies for every 
man and woman worker in our 
factory and in our stores. The size 
of the policy in each case is a 
full year’s pay—and Richman 
Brothers pays all the premiums. 


We protect our factory and store 
employes with hospitalization and 
surgeons’ services. The Richman 
Brothers Foundation also pays 
sick benefits up to 12 weeks—and 
in exceptional cases, longer. The 
Foundation also makes loans with- 
out interest, pays for X-rays and 
eye examinations, and renders a 
great variety of other aids to 
people in distress. 

Richman Brothers employes are 
paid for legal holidays—and learn- 
ers got a minimum 65 cents an 
hour long before it became an 
issue in Congress. 

Last, but far from least, al- 
though clothes making is a highly 
seasonal business, Richman 
Brothers workers enjoy full, con- 
tinuous employment. That is not 
a fortunate accident. It’s the re- 
sult of studied ; lanning, a lot of 
careful work and willingness to 
forego sales at times for the 
greater good of steady year- 
around work. 

Now, about our third responsi- 
bility—our obligation to our cus- 
tomers. When Hitler’s Nazis 
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marched into Poland in Septem- 
‘ber, 1939, Richman Brothers 
\clothes were $22.50 and $27.50. 
|Today—after seven and a half 
years of war and postwar short- 
ages, steadily advancing prices of 
materials, and repeated wage in- 
creases, Richman Brothers clothes 
are $26.50 and $31.50. That’s an 
‘increase of $4 per suit, or exactly 
16%. During the same _ period, 
clothing prices generally have 
gone up over 70%. At the same 


The management man's \, 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 

— the Central West. 


Chicago Hournal 


of Commerce | 


| 


*Sales Managemens'’s 1946 
Copyrighted Survey 


... like California 


BILLION DOLLAR VALLEY OF THE BEES 


OOKING for a receptive audience? Then let the three 
McClatchy newspapers introduce you to people who 


- 


Only the dominant local 
newspapers tap this rich and 


isolated market. 


— THE SACRAMENTO BEE is 
home delivered to 9 out of every 
10 families in the ABC city zone 

.. and to half the families in the 


19 county Sacramento market. 


ABC city zone. . 


trading area. 


in the ABC city zone. 


CHICAGO 


out of every 10 families in the 
. and by nearly 
half the families in the Modesto 


~ 
“-~ THE FRESNO BEE reaches 
8 out of every 10 families 


MSCLATCHY NE 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE, INC. 


NEW YORK + LOS ANGELES - DETROIT - - SAN FRANCISCO 


without the 


spend 37% more on retail purchases than the U. S. per 


capita average . 
climbing steadily, now aggreg 


Those are measurements of 


. whose Effective Buying Income, 


ates nearly two billion.* 


California's great imland 


marker, the Billion Dollar Valley of The Bees. And 


dominating an area containing three-quarters of that 


THE SAC 


spendability are The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. No daily combination—local or 
West Coast—can hold a candle to the coverage you get 
from these three McClatchy ne 


wspapers. 


WSPAPERS 


RAMENTO BEE 


THE MODESTO BEE 
THE FRESNO BEE 
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time, the quality of Richmanjaround us claim to sell goods at|Lincoln’s pants, we believe copy |we do not let our competitors in-|keep our ads on a high p 


Brothers clothes has been main-|25 to 50% off, we always manage | should be as long as necessary to fluence our policies and our ac-|good taste, in text and ; 


tained at prewar standards, or as|to do a good business, at regular | cover the subject. We believe ad-/|tions to such an extent that they |ance... 


close to prewar quality as avail-|prices. We avoid extravagant vertising should be newsy and in-|—and not we—run our business. From an experience of 5 


a Bias “ yea 

able materials permitted. | claims, not because we do not | formative, and we key our ads | We believe in the effectiveness |in advertising, Richman B they 

The demand for clothing has|know any superlative adjectives,|to the events and conditions of |of white space, and use plenty of |can testify that next to h: ing 
been terrific, and we could have) or because we are holier than thou, |the times.. We are engaged in elm... good product and pric is 


4 


gotten more, and could have given | but simply because we believe that |highly competitive industry, but | \fairly, the most essential re juisif 
less. But exacting all that the|for the long run such practices|we mind our own business. That | |to success in advertising iv stig, 
traffic would bear was never|defeat themselves, and are not|doesn’t mean we don’t cooperate Although we sell a low-priced jing everlastingly to it. I fy 
Richman’s policy. The confidence | good business. in activities for the good of the| product, we strive to avoid all/I’ll go so far as to say that ined 
of our customers is our most As a rule, our copy is short and/|industry, or that we don’t keep | semblance of cheapness. We buy|a merchant or a manuf typ 
precious, our most carefully | pointed. But our policy in that|our eyes peeled on what our com-| good art; we use first class ty- makes up his mind that dye 
guarded asset. . . ieee is not dogmatic. Like|petitors are doing. It does mean | pography, and we endeavor to|tising is an integral part »{ }; 


Not once did we hold back mer- 


Strive for Dignity 


chandise for higher prices. Not) 
one garment was lost in produc- 
tion because of labor troubles. Our 
policy has been, and is, to make 
as much clothing as possible; to. 
make it as well as we know how; 
to ship it to our stores as fast as 
possible; to sell it on a first come, 
first served basis, at the lowest 
prices consistent with a square 
deal for the three parties con- | 
cerned in every Richman Brothers 
transaction. . 


rea 


bet 
Nothing But the Truth 


As to our advertising, our pol- 
ae icy, first and foremost, is to tell 
a the truth, nothing but the truth— 
in simple, sincere language. We 
take the long range view, and de- 
| 


No 
the 


vote more space to promoting and 
preserving the confidence of our 
customers than to selling mer- | 
chandise. That explains why we 
never hold bargain sales, why we 
avoid comparative prices, and 
why we have no truck with the 

thousand and one tricks in adver- | 
tising that make things seem what | 
they ain’t. 
I’ve noticed that as supply is| 

catching up with demand in some | 

lines, the opportunists in mer- 
| chandising and advertising are 

embarking on an orgy of sensa- | 
tional sales and reckless claims 
such as we haven’t seen for a 
| 
| 


Fol 


mo 


long time. I believe it is timely | 
to sound a note of caution against | 
this returning menace. I believe} 
it is harmful to all who have a| 

stake in advertising and in hon- | 
j estly advertised products. In my | 
| opinion, deception and exaggera- | 

tion are inherent in the very na-} 
ture of bargain sales and compara- | 
| tive prices, and that these prac- | 


tices should be curbed, for the) 

good of advertisers, the news- | 
— papers, and the public. 

= | We have found that chicanery | 

is not necessary in advertising and ! 

j merchandising, and the proof is' 

that during the so-called “be- 

tween seasons,’”’ when stores all 


| GET THE 
| CLIPPINGS— 


| News Items—Publicity 
| —Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Iie | Showing Name—Date 
ge —Circulation of Pub- 


lication 


; ae. 
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“ Va yO HERE is the most food consumed? In restaurants — lune! 


counters — d rugstores ¢ 


Not on your life. In homes. By men, women and childre: 


whose lives are largely centered around homes. 


Which high-spots this important fact for food (and other 
v advertisers: 


55 Church Street, N.Y.C.7,N.Y. ae | 
— BAretay 78372 By its very nature, Better Homes & Gardens screens out all 


- + dave’ . 
i | 
Bs ae sines 
x Sos: | i Dearie é 
Se te i | y; 
mge i age 
see pelt 
cet 
= rs j yeriis 
e m 7 j As 
wat Ra ,e1 
aa | | em i 
ea é 
ee” ; 
rey miis 
5 Ry ye I 
: 7 F i ree! ‘ 
Pes ree 
™ Se 
Se | rms | 
‘roma aoe ; 
; ee pal ! 
mu ‘ 
; Lae | 
og - 
- ary, | 
eae x 
_ | : Bnd pete os ac 
7 aM ue iy So BEG 5 oN (ath Rae ale 
7 —— “SAE : ices 
oom Bi) oc ea ae ilies a e a 
sees Ss - =e a alae - BE 
y a 4) - bi “Vekeds -6 @ 
ie ‘eS : . 
anee = <a oy - : i ie: : es 
om : we: Lata ae ue ae 9 er : soaks ae 
: a . ee has Say Se aie 
esc: : ae er Mee eo ea ee Zz 
- Boys | Beat one ae , / > tefl DSR naa A ae ge ee 
or os i a : . Leb ic ae Seine oe 7 
wd, 
=i a a ee 
. { CN Si hi ae 7 TIA Ss ie oat Si 
2 e a hs ACHE Sa 
‘ 4 r va Sa ae . a eee ee a 
By aan wig gerne aed Se a ee (ee A 
| goed i RN eis: a, ie 3 
| 7 ane 2 _ — eee -_ ee sia ies a a aii Fay. 
oe of el a se je 7 
= gE 7 ; nie: » 
a - % igo fi 
“ ‘¢ Mer a eer & ; 
aa! - aah ; =. 
ti a — ea bel : a : ‘ 
Sa os Oe re — ee ee ee eee in 
a “4% ot <a shia Sar i v = ve . P,. (ise erie ae a ee ets 
. . Heke, oS ee OFS ee eee 
we 2 ake eae i a i RNR is ie ga Benet ie ea 
, ; ae : ; nh Is, "Sie at iat ae : Loo 
Be oi als ‘ ee ee = 
rc rl ay Meet ® — eur oo = 
: aaa aa — a = 
Ah, — " ¢ ’ 
iB. sie ae | _ ill ae jas . 
fs de Xe aa - ” ea i ae 3 3 
i i=:  - a *, a ae : hha 
$4 - $ i P ih of ee ? me a a & ra ie? a , fi p" id f ’ ‘f y ead w™ 
. A ™ a = P a : i EE ee J 
aoe i - P oy) Pe | AP Sry 9 FA rn (4 
aan ‘on a Pm .- , en f° yes sbi” ge It 
eS if ” _ —— Se / — ee i on l 
ae z yi” ro y ra 42 iy” ‘soil i ie a? Me v4 7 Be sae 4 
ert ia) 1% P dg 4 : . pe, em " . Win, Kes eet omy & - Mee A® a “ 
eee , 4 , . Jule fey -.¢ ti ae ae = pee in 
a ine a Ult(“‘ CT ll MG ye ? eo eR ey 
ee y ee (ye pe ) | Rhee ey er eras tT he 
ne ; fe mm er | * , o~, es, — “¢y DM sa Fre 
1 ne ; ; a ilk i! a = Be Bit Br, io... Speyer ; . 
ee u -_ a 2: Pee eee ae eee sp — CO! 
’ . lll aa P a a 4 ‘ G an OO. ‘es “. Oe NN ee cal Be x %)y 
‘ew ~~ Ta ie ae “aes <a 
Bn, . * ae £ ode , e cs i Bot a, Fn io, fee. i 
- — % Se 5 Gia tm. dil = : Le ‘we ‘ — 
er a a a ect . i a v 
Se a e p re : 
eo Pe > a i 
ee 4 » 7 . , j a m 
; : sa oe 4 P| th 
a * te ul -. i ; . 
| | ee f, vr; f, I 
me ” i A ae : A . 4 ; eg , j 4.4 
el! > oe SF 
- eS )6h| ll a wi ie hd mn 
\ wa — —  . = Be se 
\, Ae en —_— Tig ii Pe , (4 ve 
1 ; b bei) j a Sy t 
i ie oo ee * F 
is | } PY vr , i: : 
‘ oe as = ; fe ke, Feit 2 . 
4 ae te? SS ‘ a : 4 
CE res “ole oo * 
a “al ~ a. 
wa 4 
*s Mt eee Pu 
. : oa # - th wih as 
ie ae. ag BS é 
HE) SOEs sae aa 
| 
| ai See 3 . ‘ é 
| | /) be ok los ——— eet 
o 
Hkd ) a 
>» : j 
x ij* beh a a Pulad ; : 
GA 
: . - mas @ ae = a 
| : 2 s cig El it oi Bi ; 
ie NSS lpring suneau 
Rete - _ ; : eae ih J iP c — H 7 * oo a A I i. Piste are te . ee 7 z = mere et ¥ r F > ot i : 7 


"sai salle iM 


: 


wee | iver ising Age, February 10, 1947 45 
righ p e-s—like fixtures, machin-jas the daily newspaper. . . \I do hope something can _ be — 

and aterials, rent, light, heat,| Incidentally, I would like to see worked out to give the advertiser eicmman ct 

" yes, like the very product | less segregation of the choice| closer association to news and | — ms 

e of 5 t were wiser if he never news, feature and editorial ma- ture matter. It would make news- | Pie bf dete 
nan B» the wer sed at all... | terial in newspapers. As they are | paper advertising a lot more pro- | — if fi canada 
= ing ‘As ‘or media, we use news-|™ade up today, many newspapers | ductive. SOME FACTS ABOUT \ ; 

; g oer primarily, and supplement print their most interesting read- If we have learned anything at | E SHORTAGE OF « 
itial re juisie! ti h the budget | 78 matter on pages where ad-j|all in recent years, it is that ad- TH HING | 
Sing is stigggem (" cies Where the Sucse" | vertising is “verboten.” I’ve seen|vertising is an essential instru- MEN'S CLOT 

it. I) fagqmerm's with radio, outdoor and | some pretty extreme cases—cases | ment of modern business. Adver- ws samnenn me toe 
y that unlegfreet cars. We consider that all) in which a man could read nearly | tising increases volume of trade, - 
manuf ctupg@™/rms of advertising have their|eyerything worth reading in the and thereby reduces rather than | 

that dveqfnction, but none plays as vital|paper without seeing an ad, ex- raises prices. Advertising builds | 
| part of } WE GIVE GOOD VALUE 


lune! 


ildrei 


other 


ut all 


pari in the life of its community |cept when he turned the pages.|confidence and good will, and is} 


readers except those who are actively interested in better homes —and 


better living in them. 


No fiction. No foibles. Nothing but 100% service to the homemakers of 


the country. 


For L947 it will reach 3,000,000 such families—which means 10,000,000 


mouths to feed. Ten million people to be clothed, housed, carted about 


in cars, supplied with all the comforts of home from groceries to garden 


tools, drugs to doodads. 


Strictly by request, Better Homes & Gardens will go to that group of 


magazine readers with the highest family income. 


It will be read, not in idle moments or in pass-the-time-away mood, but 


in search of smart, useful, up-to-date 
help in making homes better — whether it 


comes from editorial or advertising pages. 


Better Homes & Gardens is bought by its 
readers entirely for the service it renders 


them. 


lf there’s anything in the idea that the 
magazine that serves is the magazine that 
sells —it can be counted on to serve ad- 


vertisers, too. 


fresh facts on 
SERVICE THAT SELLS 


Who knows — maybe these facts 
can show you the way to a more 
efficient, more up-to-date media 
list. If your product sells in the home 
market — and which one doesn't? 
— the BH&G representative has a 
lot of pertinent data to show. 


Better Homes 


and Gardens 


Al mark 


THERES NO, PLACE 
LIKE HOME 


pS tee 7740 
| iSite 


Summa praremane 
erewmen seme e 


BECAUSE 
T'S GOOD BUSINESS 


No Price Penalty for Quolity 


”~ 
© 0 beak pron ta = 


stew 
: aw Stamenen QUALITY crorHes ™—- 
ee 
a” Seren euaiity C1OTHES. Sr 
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Mam sues CUattY repcoars aad 


RICHMAN BROTHERS 


Qokesy COMME 26m 


SLIT CaOOMED 
Aw ATH! RMD FROWNED SH mm Bee 


RICHMAN BROTHERS 


| SIMPLE AND DIGNIFIED—Richman Brothers’ advertising is always simple, dig- 
nified and straight-talking. Despite the low prices, emphasis is always on quality 
and workmanship. 


a safeguard against unfair com- 
petition. It is high time people 
|realized that advertising plays a 
|big part in making possible the 
|social good of mass production, 
| by creating mass markets—and it 
|/is mass markets in turn, that give 
| jobs to millions in factories, stores, 
transportation and services. 
| Advertising promotes higher 
|standards in merchandise and 
/merchandising bv identifying the 
maker and uistributor, and by in- 
culcating a sense of responsibility 
to the buying public. In short, 
|advertising, properly used, is a 
'force for the general good. It is 
|the duty of all business and all 
/who are connected with adver- 
|tising to encourage its correct and 
|proper use and discourage its 
| abuse. 

As for the future of your busi- 


ness and ours, I am not a prophet, 
but I believe it’s a fair guess that 
unless labor kicks over the apple 
cart with a fresh series of strikes, 
we are on the threshold of a new 
frontier of mass production and 
/mass distribution, on a scale pre- 
, viously undreamed of. 

Plant capacities have been 
|/enormously increased, and more 
manufacturers and merchants than 
ever before will, of choice and of 
necessity, go in for mass selling. 
They will need the help of adver- 
tising to develop their markets 
and to insure the stability and 
;permanency of their business. 
Plainly, advertisers face new and 
‘greater opportunities—and with 
|them new and greater responsi- 
bilities to serve the public interest 
with better products at lower 
prices. 
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Read b 
| 33100 


RIDDER-JOHNS, 
NEW YORK CHICAGO 


| 342 Madison Ave. Wrigley Bidg. 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
9OX% of the 
9 people in 
the St.Paul A.B.C. 
city zone.” 


City Zone read any other daily newspaper. 


INC.—National Representatives 


DETROIT ST. PAUL 


Penobscot Bldg Dispatch Bldg 
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Issues Merchandising 
and Display Book 


Building Supply News, Chicago, 
has released a book entitled “How 
to Display and Merchandise Traffic 
Builders,” which contains mer- 
chandising methods for building 
material products. The book, 
available at $1 a copy, also con- 
tains plans for making better dis- 
play cases and counters, store lay- 
out and suggestions for advertising 
“traffic” merchandise. 


15 Years Experience 


STAR TIEUP DEALS 


Let high readership with picture 
star names sell your products. 
Write for further information. 


MULCAHY AND GINSBERG 


451 N. La Cienega Blvd. 
Los Angeles, California 


say 


Standard Brands’ Video 
Stars Astaire Dancers 


Standard Brands, Inc., through 
J. Walter Thompson, introduced a 
new weekly television program, 
“Shall We Dance?” Feb. 2 featur- 
ing instructors from Fred Astaire’s 
new dance studios in New York, 
over NBC’s station WNBT, New 
York. 

The program, aired at 8 p.m., 
advertises Chase & Sanborn coffee 
and replaces the Standard Brands 
program, “Face to Face,’ which 
has been a WNBT feature for some 
months. Standard Brands also 
sponsors an hour-long weekly 
variety show, “Hour of Glass,” on 
WNBT. 


‘McGarrett to FC&B 


George McGarrett has left Young 
& Rubicam, where he was recently 
an account executive, to handle 


radio operations on the Lucky 
| Strike cigaret account for Foote, 
i\Cone & Belding. During eight 
years with Y&R, Mr. McGarrett 
was a radio director-producer, 


gram manager before becoming 


account executive. 


production supervisor and pro-| 


EIA SPEAKER—L. Alven Bennett, field 

representative of the Bureau of Adver- 

tising, ANPA, is shown speaking at a 

recent meeting of the Eastern Industrial 

Advertisers, Philadelphia, on the sub- 
ject "Public Opinion Is Local." 


Milk Pasteurizer 


ICS Winning Ads 


| Lost Some Appeal 


| Mr. 
land judge them. 


|Tables” to the 100 readers whose 


Advertising Age, February 1 


Barrett Reveals 


| 


Reasons Behind 


New Era Dawnedin | 


1946; Old-Timers 


CuiIcaco—Readers of ADVERTIS- 
inc AGE who joined the annual 
guessing contest presented in these 
pages Jan. 20 in connection with 
the 12 best International Cor- 
espondence Schools ads of 1946, 
will find the correct ranking of the 
ads shown on the opposite page. 

All entries are being sent on to 
Barrett, who will tabulate 
As soon as he 
has had an opportunity to do this, 
he will send copies of “Useful 
Business Tables” or “Useful Shop 


| 
| 


to the students’ names. In  ¢¢ ; 
setting up these advertisem: |: 
showed the students’ names |p 34 
point heavy block type,  y}; 
made the names stand out 
anything else on the page. 5, 
any facing page. 

“In addition to that pa 
type of testimonial adverti 
we also introduced a succe: 
of Wayne R. Johnston, pr 
of the [Illinois Central R 
System, and one in ‘Beliey 
Not’ style, featuring Robert 3}. 14 
Tourneau, industrialist and 
gelist. Each rendered a fin 
count of itself. 


Air Line Ads Work 


“Still another type of facty; 
advertisement, featuring great 4 
lines—Pan American, Transcont 
nental & Western, American, q 
Pennsylvania Central—loomed 
strong as contenders for places | 
the 1946 all-star team. Pp, 
American made the grade, shoy 
ing up in third place, as you w 
note. 

“ICS advertising reflects t 
times. In 1941, 1942 and 1943, fg 


instance, when the nation was ws 
conscious, war arguments dom 
nated our copy. In 1944, howeve 
when it appeared that the bac 
bone of the Axis was breaking 
this emphasis was lessened an 
arguments aimed at encouragi 
the reader to think of his postws 
future appeared. , 

“This type of argument gathere 
tempo in 1945, culminating wit 


/ranking of the ads coincides most 
‘nearly with their actual perform- 
ance. 


to Be Promoted 
in Rural Market 


ROCHESTER, Minn.—A campaign | 
to urge housewives, 


Some Factors Hidden 


As we have pointed out before, 
readers cannot know anything of 
the media in which the ads ap- 
peared, the time of their appear- 
|ance, or other factors of vital 4 
|portance in measuring their per-|. pee 
‘formance. In a very important | Vs Appearance “; a — . 
/sense, these hidden factors demon- | Sanction tatied at ae " ge 
barge the practical futility of hav- |tront Bs rag end pol ‘a 
ing a jury—even a jury of in-|\. |. ba 
formed admen—pin blue ribbons | suns®, 3 a ay ae 
on copy oF art as “the Dest of the | man today. He is education coni 
oo scious. 


‘a And any advertiseme 
The year 1946 “marks what ap- | , : 
pears to be a new era in ICS designed and written to show hi 


: strane _ | how he can secure his future wil 
a pyri ae ‘have his undivided attention an| 
iy ‘ ‘action in the shape of a coupo 
“With the exception of two re-| not aiateed r ee 4” 
peaters, one a veritable greybeard, | ™@™X°@, Signed and matied, 
: i all of the advertisements shown in| 
ae _ on the rural the 1946 list are newcomers. The | McClatchy Expands 
retail outlets. ‘ ; ° 
- _ |greybeard referred to—Special * sas 
Conley Advertising Agency, Chi- | Training’ —has appeared in our Homemaking Activities 
cago, handles the account. selections for the past five years | McClatchy Newspapers and Me 
'Clatchy Broadcasting Compan) 


‘ : ’ my sixth place in 1941; then | Sacramento, Cal., have expande 
Oregonian Ups Rates it jumped to first place in 1944;|)omemaking features to includ 
An advertising rate increase has|repeated in 1945; and, in 1946,| recipes, patterns, cooking, sewing 


,been announced by the Portland | dropped to eleventh place and ap-|home decoration, flower arrange 


eye ofetritiifii itt 


TT. 
a 


especially 
/those in rural areas, to pasteurize 
raw milk with the new Waters 
‘Conley Home Pasteurizer will 
break shortly in rural consumer 
magazines and other allied pub- 
lications. 

The Waters Conley pasteurizer 
| will make it possible for those liv- 
ing in rural areas to minimize the 
danger of spreading contagious 
diseases which can be borne by 
milk. Waters Conley Company 
says the pasteurizer does not give 
the milk a “cooker” taste, and 
since it is electrically controlled 
there is no danger of overheating 
milk. 

Distribution of the pasteurizer 
will be through normal sales chan- 


Oregonian, effective March 1,|pears to be on its way out. ment, consumer budgeting an E 
\under which general ad rates will | “1946 is notable on several|child nutrition. Pauline Walket : 
aes ‘be raised from 37 to 40 cents a/ aunts For one thing, in 1946 |in the public relations departmen ; 


a ca a ; Se CON | there first appeared ICS advertis- 


tional advertising manager, said|ing copy addressed to veterans. | 
that the new rates are based on an 'Two such advertisements setting 
all-time circulation high of 198,-/ forth the position of ICS with ref- now celebrating its 90th year. 
866 daily and 251,957 Sunday. erence to the educational provi- 


oo ay aaa f the G. I. Bill of Rights’ 
Walsh Shifts Personnel seas ill of Rights Starts Second Contesi 


‘have made a very strong and defi- | 
Walsh Advertising Company, | nite 


will be in charge of these activi 
ties. 

The Sacramento Bee, one of th 
three McClatchy newspapers, | 


r 


: P | Materials & Methods, publishe 
impression on our reader 


2 |by Reinhold Publishing Corpor: 
Windsor, Ont., has named John S.| audience. Although we have not aan. New York, has "eaae mee 
Finn, former office manager of the | scheduled these two pieces of copy |its second annual achieveme! 
agency, head ofthe, media and iy exces, they ‘are delivering’ award competition to be maf 

portent 1 P J ‘heavy quota of the prospects that | “the most significant use of mod 
personnel whereby James Simp-| * ded this ti ern engineering materials an 
son, comptroller of the agency, as- |@7¢ being recorded at this time processing methods to increas 
sumes additional duties as office and 1946 will crowd the all-time production and reduce the cost ‘ 
manager, and Albert S. Carroll,|leading years in this respect. 


— ‘ products now being manufac 
formerly assistant to the produc- | tured.” Entries must be receive 
tion manager, is now on the ac- 


ver Per ‘by June 30 and winners wi!! } 
count executive staif. announced in the October “eta 
Show issue of the publicatio 


: : Self-Improvement Pulls 
KOM wastUGNE TO BASEBALL News of popular V.F.W. ac- 


—Foreign Service “bats tivities. Stories about men | 
1.090°’ in reader interest! like themselves and their 


“The argument that seems to| 
weigh most heavily with the pros- | 


Starts New Stations pective ICS student is the one! 


Here, in the official overseas 
veterans’ magazine, nearly 
2,000,000 men from 21 to 55 
find the news they're really 
looking for— 
NEWS! News of vital V.F.W. 
American leadership. News 
of the return to normal living 
. of jobs, homes, futures. 


OFFICIAL PUBLICATION 


comrades, men who have been 
places and done things in 
Uncle Sam's fighting forces. 
Your advertising to this able, 
youthful, forward-marching 
group reaches buying-power 
which will continue to grow, 
today and for a quarter- 
century to come! 


VETERANS OF FOREIGN WARS 


DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors - 10 EAST 43rd STREET, NEW YORK 17, N.Y. 


Sun Country Broadcasting Com- 
pany, Phoenix, has been granted 
construction permits by 
start work on KTSC and KTSC- 


FM, Tucson, on which construc- | 
tion has already started, and KPSC 


and KPSC-FM, Phoenix, on which 
work will start later this month. 
In addition, the company, headed 
by J. R. Heath, is filing applica- 
tions seeking facilities for both 
AM and FM stations in Flagstaff 


'and Yuma. 


Sians Wavne King Show 

The Wayne King Show has been 
signed by the Sperry Candy Com- 
pany, Milwaukee, for local spon- 
sorship over WTMJ. The program 
is heard every Sunday from 12:30 
to 1 p.m. The broadcast supple- 
ments Sperry’s newspaper adver- 
tising in the Milwaukee area. 


FCC to| 


prodding him on the steps he has | 


| 


taken to make a place for himself | 
in the postwar world. The No. 1) 
advertisement for 1946 bears down 
heavily on this argument. And | 
the same argument is mentioned 
in practically every other piece of 
copy produced during the year. 
“Another type of copy that! 
seemed to come into its own in| 
1946 is the testimonial type of 
copy. We first tried this out in a/| 


|special way in 1945 with an adver- 
| tisement 


featuring Capt. Eddie 
Rickenbacker and Philip Murray. 
That advertisement rated tenth in| 
1945. Following the trend indi-| 
cated by its fine performance, we) 
produced a series of advertise-| 
ments during 1946, pairing off two 


/prominent student business lead-| pas 


NBC Appoints Moren 


Paul W. Morency, vice-pre 
and general manager of S 
WTIC, Hartford, has been e 
ehairman of the planning ar 
visory committee of Na 
Broadcasting Company’s affi 
stations. 


Adds to Cosmetic Dri 


Marva Louis Cosmetics, C! 
which has been using Negro 
papers throughout the coun‘ 
increasing its campaign to i! 
radio and Negro magazines 
den & Hickox Advertising A 
Cleveland, handles the accot 


WMPS Appoints Bres 


Matthew Brescia, formerly 
editor of NBC’s central di\ 
been 


Keck-Franke Advertising Agency, 
,Oconomowoc, Wis., handles the 
account. 


, ; Ker appointed prom \ 
ers in each with a minimum of| manager of Station WMPS, ) °™ 
copy. Great emphasis was given! phis. 


Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Hlinois 
Pacific Coast: Ren Averill Company, 427 W. Fifth Street, Los Angeles 13, California 
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NnaMes in 3¢ 
type, vhid 
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tisements used by the International 
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idverti: me, 
SUCCES : stp 
fon, priside 
tral R. ilros 
‘Believ’ It 4 
Robert 3. L¢ 
ist and eva 
ed a fine aq 


1 
ewhen I had to leave school, 
I enrolled with I. C.S. The Course 
was excellent--and the beginning 
ef an educational habit which has 
persisted through oy life.* 


WALTER D, FULLER 


, Work 


ve of factu; 
ring great a 

Transcont 
merican, a 
1—loomed 
for places 
team. Pa 
grade, shoy 
>, aS you w 


those who are denied the 
pportunity of & college education, 
.c.S. offers & satisfying substi- 
ute. I know. I studied an 

.C.S. Course myself.” 


JASPER M° MCLEVY 


“Publishers of The Saturday Beewing Port, Ladies’ Home Jeareal, 
on m, Jee 


**Now im bis 12th consecotive 
2 this ofbce 


INTERNATIONAL CORRESPONDENCE SCHOO 
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iments dom 
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Pesregponacawe Oe 
VETERANS SPECIAL TUITION RATES FOR 


he 12 advertisements reproduced below are the adver- 
Correspondence 
Sc,ools during 1946 which that company adjudged its 


6. 


most productive ads during the year. 
here Jan. 20, without ranking, and readers were invited 
to rank them in their relative order of pulling power. 


1. C. S. Courses free to you! They're avail- 
able now to honorably ‘discharged World 
War II Veterans under the G. I. Bill of 
Rights. The U.S, Government pays for this 
training . . . and it is NOT to be deducted 
from any future bonus payments. 

This is your personal reconversion pro- 
gram if you want to earn as you learn 
to master a trade or profession and qualify 
for promotions and pay raises on the job! 

Here, for your choosing, is famous I. C. S. 
education in any one of more than 400 tech- 
nical and business vocations. Courses are 


NTERNATIONAL CORRESPONDENCE SCHO 


a et ot cbltention ptoone 
Conditioning 
—" 


sor SCRANTON 9, venma 
tend me full particulars abou 
egeenng 


Camedion rendomts send compo te Paternetiomal Corr/epondracs Beroole 


practical, authoritative, easy to understand. 
ou study in your spare time. At work you 
prove and apply what you learn. 

Thousands of successful students have 
demonstrated that today’s I. C. S. student is 
tomorrow's r. Here's your chance to 
join them — at no cost to you. 

Act now! When you mark and mail the 
coupon on this page you've taken the first 
step to Success. We send you full details 
of the Course in which you're interested — 
and complete instructions on how to enroll 
with us under the G. 1. Bill of Rights 


dejave which I have snared X 
seen eave Covrean, 
sary 


Canedien, Lid Montreal, Coneda. 


f his postwa 


ine thon, 20 Ido 


dow |. C. S. 1946 Ads Ranke 


was excel. 
har adult 


CSreem Pving & 


They were shown 


ull particulars about the 


Ponmaiy ir 


‘ 
A DISCOUNT TO DISCHARGED VETERANS-SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED romces 


R.R. President never lets up! 


AN I. C. S. TRUE STORY 


Warne A. Jonnston at 47 is president of the 
IHinois Central —one of the nation’s largest rail- 
roads. He got there by setting a definite goal for 
himself and never letting up in his ¢fforts to reach it 

On graduation from college, Mr. Johnston 
started as an accountant with the Illinois Central. 
That's when a man of less industry and imagina- 
tion would have let up on his studies. But Wayne 
A. Johnston enrolled for a course with Inter- 
national Correspondence Schools. 

His progress to the top since then has followed 
that same pattern never letting up . . . always 
asking “What else can I do?” Now, as one of the 
youngest presidents of a major railroad, he's «ill 
working and studying . . . to increase the efficiency 
of the Illinois Central, to modernize equipment 
even more, to keep on moving forward 

If you are asking “What else can I do?” you, 
too, may be destined for business leadership. The 
of the more than 400 
business and technical subjects 1, C. S. can help 
you to master. Mark and mail it today for full in- 
formation on the course in which you're interested. 


. SCRANTON 9, PENNA 
se bef we which £ have mated 3 


SMamietenae 
Weare ©) Tevule Deane 
Mawutert vrune 


Present kom 


47 


n Pulling Power 


The correct ranking of the ads i 
on the opposite page explains why Paul V. Barrett, who 
directs ICS advertising, placed them as he did. 


s given here, and the story 


SCHOOL for VETERANS! 


@ LC. S Courses, paid for by the Government, are hold you back* 1 progress just as fest as your 
now available to honorably discharged World War ll u pg seen embition permit! 
Veterans. And the Government's investment in your » Cow wer more than 400 « 
co commercial and 

training will NOT be deducted from any future bonus. techwical subsets many listed below. Check the 
© Get started now on your studies for success in subject that interests you—or write it in. a 

or industry! With I. C. S$. you can go this send you full information on the Course 
im your spare time while holding down & aga plete instructions on how to enroll with we fa mt 
You're im « class by yourself. There's no one the G.I. Bill of Rights. Act now 


sor SCRANTON 9, Panna 
particul lave wich 1 have marten 
anne 


Without cost oF obligation, lean 
Congiemening ane 
coe 


Gunation sasidents ead Geupn & Iniwesteenst Goveegentean 


+ Rennes Comedian, Ld Mantrent, Conde 


nent gathere A...10 
linating wit 
leading ad 
. This par 
’ is so far i 
eleven 194 
it what is o 
yerage youn 
lucation con 
idvertiseme 
to show hi 
is future wil] 
attention anf 
of a coupo 
nailed.” 


Thuar is 0 definite 1.CS. type. The records of 

}00,000 current students... more than 5 million 
students since 189] . . . supply the outlines. 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 

He is an adult. In good times or bad times, he 
is an employed man. Circumstances have pre- 
vented his attending « college but he is ambi- 
tious, intelligent, determined to acquire the 
specialized training that will help him in hie 
present job and prepare him for a bette 

Does the description fit you? Then you'll be 
interested in what 1L.C.X helps these students 
to achieve. In a single 30-day period we have 
received as many as 635 student letters report? 
ing advancement in salary and position. In « 
period of 120 days we have weceived 1,920 
toch reports, 


are you the 


ee | 


type of man? 


one. atte, 
beets 


ae 


t.. 
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) INTERNATIONAL CORRESPONDENCE SCHOOLS \ 


OFFER YOU LOW-COST 


Practical Electrician 
Practical Telephony 
hie 1 Cond Telegraph Engineering 
Plumbing = Iaterae! Combestion 
Engines Courses 
Auto Technician 
Chemistry Courses Aviation 
Chemical Engineering 
Chemistry, Analytical 


jth vo age 
Pliembing Courses 


Refrigwetion 
Steem Fitting 


Mechenice! Courses 
Aeronautical Engineering 
Aurplane Drafting 

Flight Engineer 


Petroleum 


inds 


Graduates include the presidents, board 
chairmen, chief engineers or chief chemists of 


Plastice 
Pulp and Paper Making 


iry Work 


some of the .argest steel, airplane, chemical, 
railroad and electrical equipment companies 
in the country. Thousands of otlftrs have reg- 
istered substantial successes in their chosen 
fields. Here's the kind of coupon’ they signed 
and mailed. 


ctivities 

pers and Mc 
ig Compan} 
ive expande 
s to includ 
king, sewing 


SOF 74314. SCRANTON ¢. PENNA 
W thowt cot or chtintion, please send me fell particular 9 course Selene which I have marked X 


wer arrange re ; Sor g =) Tete 


seein 
Woman Meo ulertering 


idgeting an 
line Walket 
s departmen 
these activi 


pe, one of th 
‘wspapers, | 
Oth year. 


ond coupon con re Srhenie Conegion, Lid Montreat 
Draws revtamte ored compen to C5 41 Mingemey, Lenton, WC t. Lingle 
VETERANS — SPECIAL, TUITION MATES vom MmEnmenrs OF — aanto rormces 


Civil Engineering. Heat Treatment of Metals 
Architecterel ond eet aoe 
| Metallurey 
Mialeg Courses pres ei Drafting 
Architectural Drafting Mechanical Engineering 
Architecture Mold-Loft Work 
Patternenahi 


Bridge and Building 
Foreman Reading Shop Blueprints 
Ruriding Estimating Sheet-Metal Drafting 


Civil Engineering Sheet Metal Worker 
Coal Mining 


Contracting and Building Ship Fitting 


Highway Engineering hop Practice 

Lumber Dealer Steel Mill Workers 

Reeding Structural Tool Designi 
Bluepr 


Welding. Gas and Electric 


Sen neering 

Strw 1 Drafting Redic Courses 
Structural Engineering Electronics 
Surveying and Mapping Redio, Genera! 


Hlectricel Coorses 
Electricel Drafting 
Electrical Engineering 
Power House Electric 


Reilroed Courses 
Air Brake Car Inspector 


TRAINING 


FOR SUCCESS IN MODERN 
BUSINESS AND INDUSTRY 


Loe ive Engineer he oe 

Locomotive Fireman Business Correspondence 

Railrosd Section Foreman ness Management 
Certified Public 

Stoom Engineering Account 

Courses College Praparetery 

Botlermaking Commercial 


Cost Accounting 


Steam Engines 


Good English 

Textile Courses ith Schon 
agher P athematics 

Cotton Manufecturing Ilustreting 
Rayon Weaving jotor Traffic 
Teatile Designing Postal Service 
Woolen Manufecturing Salesmanahip 
Business and Pa ll 
Academic Courses Spenish 


Accounting Advertising Stenogrephy 
Anthmetic 


(i icHTIER THAN 


w obhgation. pi 
ane 


if you can read and write, 
and are willing to study, 


The successful man DOES today what the failure 
INTENDS to de tomorrow. Mail this coupon NOW! 


WE CAN TEACH YOU! Please 


send complete information on following subject: 


wwe wolves od 
heme __ 
Meme Address = — — 
Ccihy — Sete _ — 
REASONABLE TERMS 2 werting 
MAY BE AaRANGED a — es 


{Gast Gastegyd Weneas-Qioa lds Gam wr theaban ems Graal nenes 


ij SCHOOLs 
wor » SCRANTON 9, PENNA. 


THE TREES =~ 


CHEMISTS HAVE MADE 


US WDOEPENDENT OF 
RUBBER, CAMPHOR AND 
VARNISH TREES. 


c..8 


SAYS R.G.EVANS, 
piREecToR oF THE 1.C.S. 
| Drarnne Scnoocs, 
Vr] ACHINESEOR A * 
RUSSIAN READILY 
CAN READ A U.S. 
BLUEPRINT. 


$ 
\ 
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BIOGRAPHY QUIZ 


BO YOU KNOW THE OWE CORRECT ANSWER COVERING 
ALL OF THESE QUERIES ABOUT ASSORTED FAMOUS POLE? 


WHO. 


«esis England's foremost political 
cartoonist? 

.. founded and built up the second lorg- 
est auto manufacturing concern in all 
the world? 

«+sit the Negro seo captain celebrated 
as the first of his race to obtain o 


«++i famous both as an automotive engi- 
neer and a1 o co-designer of the Lib- 
erty Aircratt Engine of World War 1? 


«+» tose from janitor for @ sorority house 
to the presidency of one of the na- 
tion's largest railroads? 


Master's license and commond on 
Americon ship? 


++» designed the first outboard motor? 


~.won the Gordon Bennett cup os o 
racing-car driver and went on to head 
© great corporation manufacturing 
aircratt engines? 


.. tripled the firing power ‘of U. S. in- 
fantrymen when he invented the semi- 
automatic rifle used in World War II? 


Aacere:: YORPS omapeibee) PUNEENEN ay fo ORNE mmr 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


senantow 9, Panna 
” yare which 1 have suaitet, X 


Without cost or bligation, please are 
Sr Sepotonion 


ore te ee Puere. Kevetineet enies the * 
Comedion sentente send coupon te Iniernetomel Corrvepeadene: Arhenle Conedion Lt6. Montreal 
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ow remember when there wasn't an 
Not unless you're well over 54 years 
for that is hoy long these world 
schools have been making Training 
ese readily available to all 
Be ore 1. C. S., multitudes of potentially 
n and women had no place to turn for 
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anywhere to struggle under the handi 
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Courses in technical and business subjects. 
However you're situated, this training can 
ke yours 

The records of thousands of successful 
students demonstrate that today’s I, C. S. 
student is tomorrow's leader. The same Op 
tunity they seized is at your door right now 


2 are one of the many without time or 
vty to attend traditional schools 


ecessary for you to do your learning That's what I. C. S. means to you if you 

h u're earning 1. CS. especially are alert, forward-looking, determined to get 
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ad it covered by one of the 4001. CS ing the coupon right now 
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DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION FATES TOR MEMBERS OF THE ARMED FORCES 


© Remember when you were going to pre 
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ties? This is it! New industries ore coming 
« into being, established industries are ex- 
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ings for trained men in all lines 


and there are rewarding open 


© If you failed to get ready for them, it still 
isn't too late to do something about it! You 
don't hove to slip bock 
to content yourself with merely hanging to 
the same old job The famous Internationa! 


you don't hove 


Correspondence Schools con help you to 
catch up with the procession 
© But don’t delay agein 
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formation on |. C. 5. waining in the field of 
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the ladder of success in just thot woy. It 
can be the beginning ofyour climb to higher 
poy ond o more responsible position 
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on this one job. That takes seal knowledge 


and expenence 

The Tool Designing Course of the Interna 
tional Correspondence Schools makes such 
experience and knowledge available to you 


The skill comes as you study in your spare 
tume, apply what you learn nght on the job 

Figures on the tools used in a gle plant 
give some idea of t ast dimer is of the 
tool desig gp fhe You know, too, that 
change and improvement is constantly going 


All that means demand for tool eng: 
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and assure yourself of a solid, well-paid tutur 
You can’t learn Tool Designing overnight 

You can, bys g the coupon, set yourself 

on the road to mastering this great profession 


H...12 


= of Pan American World Air 
ways tell you plenty about the value of 
I. C. S. Aviation Courses. They show 
that hundreds of Pan American pilots 


co-pilots, flight engineers and mainte 


nance men have taken [. C. S. Courses 
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‘Look’ Shifts to K&R 


Cowles Magazines, Inc., New 
York, has shifted the Look adver- 
tising account from Kudner 
Agency to Kenyon & Eckhardt, 


Duffield Joins FC&B 


James E. Duffield Jr., for two 
years with the Cleveland office of 
Fuller & Smith & Ross, has joined 
the London office of Foote, Cone & 


| 


New York. Belding. 


GET IN THE RACE 


The race for business is on and we’re 
ready to help you hold that front place- 
WSGN has a head start with the daytime 
audience. (8 am-6 pm.) In fact, we attract 
28.3% of these potential listeners 61 miles 


DE SOTO ENTERTAINS—Lined up for their pictures at a recent press conference held at the Drake Hotel in Chicago by 

the De Soto division of Chrysler Corp. are, left to right: Maurice Roddy, Chicago Times; J. E. Payton, Herald-Ameri an: 

Robert Barton, head of the Chicago office of Batten, Barton, Durstine & Osborn; H. A. (Sox) Fletchner, national advertis. 

ing manager of the Chicago Daily News; R. M. Rowland, De Soto's western sales manager; Emmett Sweeney of the Mil. 
waukee Journal, and Tom Buck, Chicago Tribuné. 


NARD Will Convene ) Sponsors Lecture Course 


In Chicago Oct. 12 | The third annual 12-week lec- 
| The National Association of Re- | ture course, “Advertising in Busi- 
‘tail Druggists will conduct its 1947 | Ness,” sponsored by the Los An- 
‘convention in Chicago Oct. 12-16, | geles Advertising Women, which 
with the Sherman and Morrison | began Jan. 21, will run through 
‘Hotels serving as joint headquar-| April 8, at the Assembly Hall, 
ters. | Embassy Auditorium. Outstanding 

The group’s drug show, start- | leaders in advertising and allied 
ing Oct. 13, will be held at the| arts will speak during the series, 


NY Art Directors 
Map 26th Exhibit, 
April 25-June 1 


‘New YorKk—The 26th annual na- 
tional exhibition of advertising 
and editorial art, sponsored by the | 


| 


Art Directors Club of New York, 
will be held in the Metropolitan 
Museum of Art from April 25 to 
June 1. Deadline for material is 
midnight, Feb. 15 at the Art Di- 
rectors Club, 115 E. 40th St. 
Awards will be made at a dinner 
April 24, and following the exhibi- 
tion all material will be repro- 
duced in the 26th Art Directors 
Annual of Advertising and Edi- 


Sherman Hotel, along with busi- | 


ness sessions. 


McArthur Promoted 

| James K. McArthur, with the 
advertising department of the 
, American Express Company, New 
York, since his release from the 
Navy a year ago, has been ap- 


pointed assistant advertising man- 


ager. 


PARDON US 


Some New Customers 

Are Waiting For You 

if your business is in something 
to eat or drink 

... Or something to wear, or just 

about anything. Here’s a marke‘ 

that really responds to the “‘invita- 


tion to buy."”’ For the Negro looks 
to his race press with confidence 


away in Gadsden.* That’s over 3 times 
the audience of any other Birmingham 
station. So, for coverage look to WSGN. 


*1946 Conlan Survey 
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BIRMINGHAM 2, ALABAMA 
Represented Nationally By Headley-Reed 


207 NORTH MICHIGAN 
CHICAGO I, ILLINOIS 


Collins 
Miller and 


Hutchings 


AVENUE 


and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


torial Art. Juke Goodman is) eae aie 
chairman of the committee arrang-| Hammond Appointed 


_ing the exhibition. L. B. Hammond. 123 W. Madi- 

Exhibits will be chosen for dis-| son St., Chicago, has been ren 
play by the club’s sélection com-| pointed midwestern representative 
mittee and classified into two sec- of The Timberman and Western 
tions — design (layout) and art. 


| Building, Portland, Ore. 


Material in both classes will com- |} 
Cfrerdings : ISH 


pete for prize awards consisting of 


Art Directors Club medals and 
certificates of distinctive merit. 
Entries in the design section (com- 
|prising advertising, editorial and 
display design) will be judged for 
ingenuity and inventiveness, and 
awards will be made to art direc- 
|tors concerned. 
| Original art work (drawings, 
| painting and photographs) such as 
layouts, must have appeared in 
|published form between Feb. 14, 
| 1946 and Feb. 15, 1947, and awards 
|'will be made on a fine arts basis, 
to winning artists or photograph- 
‘ers. Art sub-classifications, in 
which entries will be judged, in- 
clude magazine, newspaper and 
trade periodical ad art; direct mail, 
booklet and house organ art; 
poster and display art; and maga- 
zine editorial art, including Sun- 
day newspaper magazine sections. 
Kerwin H. Fulton awards for 
design and art will be made for 
outstanding 24-sheet posters. 


NOW 
20° 


25¢ in Canada 


AME 


Wright Promotes Shoes | 
E. T. Wright & Co., Rockland, | 


Mass., features the distinctive | 
styling of its Wright Arch Pre- 
server shoes in a new series of 


four-color bleed pages in Esquire 
and black-and-white two-thirds 
pages in Newsweek and Time, to 
continue through June. During 
the spring months, weekly ads also 
will appear in the New York Her- 
ald Tribune and World-Telegram, 
sponsored by dealers in the metro- 
politan area. 


Gets Permit for Video 


The FCC has granted a permit 
to the Milwaukee Journal for con- 
struction of a commercial tele-| 
vision station, having call letters | 
WTMJ-TV, and providing black | 
and-white television. 


uance Group 


Toins Insurance Group 


Robert L. Bliss, formerly with 
Compton Advertising, New York, 
has been appointed director of 
public relations of the National 
Association of Insurance Agents, 
New York. 


His Wants Would Fill a Directory 


Above is one of 100,000 FUR-FISH-GAME readers whos: 
needs read like a buyers’ guide directory. His particular interes 
may be fishing and camping. But he is also a buyer of trailers 
— equipment, air mattresses, camp stoves, tents, fishinc 
tackle, fishing clothes, motors, boats, outdoor cabins, automo 
biles, tobacco, pipes and a raft of other male needs. When you 
talk to him in FUR-FISH-GAME, he is in a happy, receptive 
frame of mind. That's why you will be pleased with the results 
from this popular outdoor magazine. 


The A. R. Harding Publishing Co. 


Chicago 
Cole & Mason, Superior 6558 


175 E. Long St., Columbus 15, ‘ 


New York ' 
Walter C. Elly, Murray Hill 4-C 


Adi 


distr 


Sv 
Phila 
Ph 


-- 


SS 
~~ 3 - « 


Mi ? Sy Sic as a 3 og =e iis. 3 “ pre ; ae j . Ph baths 3 ie vs met: z. he cape 

or . oe : Pe aan sa ” 2" | a 

eae s | 4 . , 

: ial Advertising Age, February 10, 1 47 

| Pe 
— Se i | 
ie | tI a 
: ae: fae EM 
‘ i wee T ; 7 Oe 

ea | ots *& Pg fad "je ; sh 
b ! . ad f : to Soe } ‘ 

4 ee ay , : i hel re F 

ae j et oe | hag 

eg i a Se — eS 

4 TEE nT i » iy > a |» 

— Dy te gk a re ae ce : : Sore % © Bing 

_ s | sissies ee #8 Bo a comes a : ya '* . » a ae ee Te a ee ae 3 = aS ety t4 é 7 oe pat og ge -” of l 

25 j _— ‘i asecestese eM eS A ae Res sy OR ee i =e fC be os ae 
; &e Sala ee K: 3 ‘ ees ’ ee % oe SS So. a RS or ee ae oe 
( j aies ae. ‘ - BS Le gece. i ae sO ee ed Ag SG fe ee Fed 

3 ates ae a ay to owe ee ae Lo = i ee ————— 

Bae ke wii C as 3 4 siti ££ : as ~ “oye aa ae. oo Se re i *s 5 port 

és ‘ Ce oe gat a 2 iz ok ae Gr $ : eS : Bo Fs wg } ne AS bi eg , rept 

ps | —_f i Z .- ie ee ee ea ek a ee es 4 ss 

ae oe fee aes oe . 2s ee: Se es ES aX fe / ee | ii Thi 

: pee ae ee i, i [ae ; a wees FMT oe - .  .... = eo. ae AC 
; oe rs Se : . F pes : 2g ‘ “i , ne ; pee bes eos Oe e e Lo 
——————— —— ouend oe Sa om hi wee Ee 3 Ss eS sei ee — tt hig! 
as P I 
’ A 
— N J : 
ae an > se Jos 
a LO LB the 
Be : : Le tne V 
a ‘ee . 
is | Aki 
wh —_— N 
fog a * “ 
ae 6!) 
oe 4 3 SE ET a ST LTS a EE TO 
tT ee: e ee cial 
i ees j 
i ae * 
—— 
ee Fede 
| (S _ _ 
= wi 

re has , a Vii 

ong ye | Bost 

a A My | N, 

Be Bor 

_ J Spl 
a Pre 

7 | New 

| | To __ ree : 

Bu 

| — | es | 

a ' Ro 
Bet | a 

3 1 | Clewe 

e Ak 

2 Ch 

Cle 

Beis: | _— re io 

rs Rich 

ee | M 

ee | Ba 
“Se Atla 

i. 
th oa Bi 

eee i Mi 

F, za Né 

= ana | — Chic 

r ee | C} 

, ime 0% q Ce Ty 

Oe <9 oe ’ 

cess ALABAMA’S BEST BUY FAR! ar D 

% &: ‘ Sw e . Ao ae M 
ae | sees ee —E————_————_eee BIE Re. 4 St. 1 

s SSS Fk, a Li 

“s | | ee a>. ? 

oc = ¢ ? = B \f) Eg ; g si 

a, * — ' ' = — TA a Ge M 

| — 4 ; Pe ee ain 
aan = —— P rug ” fe. 7 

aise a os —— re BZ RH: f M 

& a, wa — Zz ps . g . / 99276 remem arma ama ; 

‘iat > aa | : je ule Be kal -— @ * Db 

Lc i — a > { Kan 
rate | SS tf ¢ % ie 4 Di 

i. ae ae > : 
eae . q a & 3 i _* W 

. we ‘ Oo Ra big he. ‘ 
tie. E BE wil ‘ Pam K 
“Vee i SSE % a. St 
: . * ss Sees s | A to" yin* ‘ : ; m hy 3 a) 
oats dates | ee a? & .” a , “ e Ng 4 TQ 

: os see “4 co “nr 4 Oh Te yl ie . ~ € Dal 

he ‘ie heal ey ay, 8 i, Sills .. te ; D 
4 ee 1 i Be ‘" * eZ i ag i ee : ‘ Fm, * F 
, es 7 eT (> oa oe pe H 

cay } are) ; a A te oe ae . s 
ee OR ge By ae > y ty, ae / 

oe eeaaeriare we P o Ae 4 lh ' ha ee Wace a ! d San 

paar: i $, ie 1 By s..” —_— a ‘ie ae p 

eee i fe , tyr er aS _ ‘ae ? Ta ee ee , , | 

- ie | F ¢ ‘id a ae ‘ i y > S| we 3 A n = 
: Sey ill Sc ‘ale, \N% sie aR ; 
7 as i a ; ¥ ‘ hy ty i ec £ _ . A ie of oa, Bag | 

a Sao ow RR Se, Oe ges > ie ES ‘te 

~~ eee —— tals 8 6 Pe Ss. ak 

eae oe ie “fa... Fae | Y — 

ON <e i a = j \, he Se j f ay” ; 

ae a ! - See.” ES Een cid -_ - j etal ~ ' 

| ee ; se a. ie, " on me é oe 

5. pas: i | a = ¢ 

Etat 9 ee = = ~~ ‘ ee te is pe ih. " _- den _ nm 4 

ee eee ; YR ¥_——e i ts “i Ati aa ‘ " 

. eon i we _ . ee ma a lll i. i — , : 
aig ew . £¢, sin et Nes « a ; a j | 
oe a —— te cs : 

| ——— "age * fj} sar Pa 

. sii —_ = a ~~ ehh. 

: fron ph ~ ay a ieee” pe a 

5 : ae ja lm : ake ce. me ag hs as ore ? i je is 
Rs ) eee ao n : ‘= WE : ae te a. apical No er 

| az a i 
| PT a : 
| Bs 
a . 
ars: we i i 
ee 
: ™ be 4 s ga a. * a 4 e - 5 a. 7 * re ' +f 4 a . 


Chicag by 
ld-American: 
nal advertis. 
of the Mil. 


Course 


-week iec- 
gZ in Busi- 
e Los An- 
len, which 
in through 
nbly Hall. 
utstanding 
and allied 
the series, 


IN US 


stomers 
ror You 
something 
; 
ear, or just 
; @& markei 
the “‘invita- 
Negro looks 
confidence 
ertising in 
he response 
of this 7 bil- 
the facts on 
‘ies built by 
field. Drop 
lay to 


papers, Inc, 
YEW YORK 


hs 


‘anada 


s whos: 
interes 
trailers 
, fishinc 
automo 
hen you 
eceptive 
e results 


mbus 15, ‘ 


ay Hill 4-C 


Se beg 
es 


asi 


Adi 


W.SHINGTON—Department store 
in the U. S. in the week end- 


tie same week last year, the 
al 
ted. The same 
ted the preceding week. 

e St. Louis (eighth) district’s 
959, year-to-year gain was the 
st, and the Atlanta (sixth) 
areo Ss 7% gain was the lowest, 
1e week. 


Among cities reporting, only St. | 


Ih, Mo., with a 2% drop for 
veek, and Wichita, Kan., and 
n, each staying even wit 


Jost 
the 
Ak 
sale 
Highest gain was a 37% 
in Denver. 


% Gain Over Same 


Week Last Year 
Week Ending 


Federal Reserve Jan. Jan. Jan. 
district and city 11 18 25 
UNITED STATES. 24 17 17 
Boston District ... 18 13 19 
New Haven ..... 15 5 2 
Bostee ss saree oe 24 20 22 
SprimMeeiG s<sscs 12 3 16 
Providence ..... 6 —3 15 
New York District. 30 19 17 
NeWOTE 9 oi bathess 19 13 12 
Bute =. sarees 17 r1T 13 
New ZOPrm. .s<i< 34 20 18 
Rochester ...... 18 r22 12 
SyTACUSe ...226-. 31 31 24 
Philadelphia Dist... .r24 10 22 
Philadelphia ....r19 9 12 
Cleveland Distriet. 2° 17 | 
oo) a ey ee 12 ri4 0 
Cineinnati 24 rll 16 
ClOVGIBMG 6.664545 19 r20 10 
Columbus .. ae 8 9 17 
TOE “& i-% se « 42+ 6* 18 17 16 
Pittsburgh ...... 32 21 27 
Richmond District. 11 r3 8 
Washington . 7 3 1 
Baltimore: sos... 27 4 : § 
Atlanta District 18 rg 7 
Birmingham .... 18 6 11 
J) ee 20 11 1 
ACIGBGR oa cs-eles <1 13 2 1 
New Orleans .... 33 12 11 
Nashville ....... 25 15 7 
Chicago District .. 23 20 18 
CHIGEIIG: co ucs wan 21 21 14 
Indianapolis 16 15 23 
DOtPOEE  s.ek wade a's 28 23 19 
Milwaukee ..... 3 15 17 
St. Louis District... 26 r24 25 
Little Rock ..... 23 23 23 
Louisville 20 18 20 
Bt. Le. Saw aces 27 25 27 
Memenis: <2... 26 22 15 


Minneapolis Dist... 
Minneapolis 

St. Paul 
Duluth-Superior. 


(Not available) 


Kansas City Dist... 24 17 17 
PNY ao. w hacia.’ 41 28 37 
WiGhEee. 2ssav es. 18 12 0 
Kansas City .... 16 6 8 
St. SOGGOH san0cs 27 se 2 
Oklahoma City.. 15 16 5 
‘igi A Sena ee ee 18 19 13 

Dallas District .... 24 14 21 
PERRI 6 65:5 6 510.0" OO 15 20 
Fort Worth .... 25 21 23 
HOUStO 1.1... 89 21 31 
San Antonio .... 20 5 12 

San Francisco Dist, 26 18 15 


an. 25 were 17% above those | 


Reserve Board has re-| 
increase was | 


a 
W! ITE RIGHT... it’s your job to use words 
© use them well .. . to get your message 
s smoothly, efficiently and quickly. JOHN 
ER OPDYCKE, nationally recognized 
rity on correct usage, will help you avoid 
frassing mistakes with this authoritative 
to correct dictation and grammar.$3.75 
700-page searchlight into error.”’ 
—Philadelpbia Inquirer 


5-DAY EXAMINATION 


x & WAGNALLS COMPANY 


- 


Zone..... State 
eee eee ee ek ne 


‘ East 24th Street, New York 10 48 4 
1 sed fan find my [) check [] money! 
l for $ for copies 
' ET IT RIGHT. If, after five days, | ama 
1 ompletely satisfied, 1 understand I may § 
' 1 the book for full refund. 7 
WN. x 4 
A . 

1, ess ] 
! 


F deral Reserve Figures on Department Store Sales 


rtising Age, February 10, 1947 


Los Angeles Area 29 20 16 
OORIGME 2.4 < 855 oe o9 e¢ 
San Francisco .. 13 2 10 
Portiand <«...s..- 33 16 15 
Salt Lake City... 27 29 31 

re a ee 25 12 12 


Seattle 


r—Revised. 
**Data not available. 


Davis, Pattie Promoted 
E. W. Davis has been elected 


president of Wood Conversion 
Company, St. Paul, maker of in- 
|sulating materials. 


| Pattie, formerly general sales 
|manager, has been elected vice- 


a year ago, showed no gain. | president’ and general manager, 
increase | succeeding the late P. A. Ward. 


Graham Joins Perrett 


| C. H. Graham, who formerly 
‘operated his own agency, has 
joined Perrett Company, Los An- 
|geles agency, as art director. 


He succeeds | 
| the late R. M. Weyerhaeuser. D. M. | 
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‘McInnes Named PR Head | Workman Adds Branches |4'thur F. Harre had been ap- 


Robert A. McInnes, formerly as- 
sistant to the Los Angeles man- 
ager of Wade Advertising Agency, 
|has been appointed public rela- 
tions director of Mission Dry Cor- 
poration, Los Angeles. 


Plan Chicago Food Show 


| The Associated Food Dealers 
of Chicago and Wholesale Grocers 
| Association of Chicago will coop- 
erate in holding the Chicago Na- 
tional Food Show, first exposition 
of its kind since the war, at the In- 
ternational Amphitheater April 
26-May 4. 


Re-introduces La Conga 


Central Knitwear Corporation, 
New York, is re-introducing its 
prewar La Conga slipover and 
cardigan sweaters in a national 
campaign handled by Hicks Ad- 
vertising Agency, New York. 


Insurance Firm to Y&R 


Metropolitan Life Insurance 


Company of Canada, Ottawa, Ont., | 


has placed its advertising with 
Young & Rubicam, Toronto. 


Workman Service, Chicago, 
which tabulates questionnaires, 
handles direct mailings, etc., has 
opened a branch in Minneapolis 
at 125 S. Third St., with L. J. 
Cooke as manager, and another 


branch, headed by G. A. Feicht- | 
Los | 


mann, at 620 S. Main St., 
Angeles 14. 


Three Named Directors 


R. M. Sampson, general man- | 


ager of Station WSAI, Cincinnati, 
has been named a director of 
Buckeye Broadcasting Company, 
wholly-owned subsidiary of Field 
Enterprises, Inc., operator of 
WSAI. As part of a plan to give 
station managers a greater re- 
sponsibility in policy making, the 
Field company also announced that 


|pointed a director of WJJD, Inc., 
| Chicago, and Harry H. Buckendahl 
|a director of KOIN, Inc., Seattle. 


For Your Advertising Campaign 


in the 


SOUTHWEST 
0 AGENCY 
@ Publicity 

@ Public Relations 

© Campaigns 

| @ Surveys 

| 303 Southland Annex 

| DALLAS 1 TEXAS 


PObRAPHY 


we have what it takes... type faces 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « Publications 


CRAWFORD COMPOSITION CO., Inc., 161 W. 


Harrison St., Chicago 5, Phone WEBster 7936 


| 


HOW TO GET THE RIGHT 


INDOOR DISPLAY MATERIAL 


iF starts with the concept. What every- 


body wants is a display that charms and sells. It is obviously not simply 


a matter of so many colors, but a combination of idea and color to get 


attention and do a selling job. That means it must sell the dealer and 


distributor who are going to use the material, as well as the consumer. Sixe 


is of the utmost importance and size may move in two directions. The 


point is, the sixe must be right to secure dealer cooperation. 


McCandlish Division of Indoor Displays has 


an unusual service to offer the advertiser. Given 


| the barest idea of your objectives, McCandlish 


is prepared to give you resu/ts that are practical 


and effective. McCandlish goes into the matter 


thoroughly and understandingly. For example: 


An advertiser or his agency might say 


“We 


need a display for such and such a product; this 


is the way our current advertising attacks the 


problem. We want 


our display material to put 


in the final licks at the point of sale.”’ 


In a situation 


like this 


McCandlish makes 


available to the customer the work of the finest 


artists; or, if color photography 1s indicated, 


the finest color photographers in the U.S.... 


and carries the creative work through from 


start to finish. 


Or, if the advertiser, or his agency, has the art 


ready for reproduction, we are equally ready to 


proceed with all the steps of finished production. 


In either case, the advertiser, or the agency 


who buys from the McCandlish Division of In- 


door Displays is certain 


to get two definite 


advantages: (1) The finest possible reproduc- 


tion of the art; (2) The skill of an outstandingly 


able creative department in the realm of display 


construction. We emphasize these two points 


and any 


McCandlish representative will be 


- happy to demonstrate them to you. Write us. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE @& STOKLEY STREET - PHILADELPHIA 
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“WHY OUTDOORS anc 


“Several times people have backed me into a corner 
and asked me point blank, why we devote so much 
space to Sports and Outdoors in the Eagle Magazine. 


: To Florez, Phillips Plug Insecticides 
ah 


1 usually try to ignore the question but if my arm is - 4 
twisted far enough, | have to admit it's because that's mending tape. | being used. 

what the readers want. It seems kind of silly to give . i = 

anybody anything they want these days, but that's Jorth Appointed Wine Firm Moves West 
the way we do things in the Eagles. Our Poll of 
Eagle Opinion shows that 86% of the Eagle members 
prefer a large Outdoor and Sports department, so 
that's what they get, and as it’s a man's MAGAZINE mum. 
1 suppose this makes sense." 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


A ints Elli A maintained in St. Louis. 
ppoin is Agency é ya iene 
Ellis Advertising Company, Chain Belt Appoints 


pany. 


6? | Madison Products Company, To- —— ie Ee Be ol H r 
ledo, has placed its advertising|pany, throug ran ads- | 

oR. 2 with Florez, Phillips & Clark, De-| worth, New York, is promoting a) ome reezers 
'troit. The 1947 campaign will in-|new insecticide and rat poison | in ‘AT Market 


clude a consumer and trade pub-|under the trade name Bingo. | 
lication schedule on Fabrit, a|Newspapers and magazines are Curcaco—While estimates © the 


Olaf H. Jorth, formerly with|, The American Wine Company |Inc., maker of Hotpoint applia ces, 
Maxon, Inc., Detroit, has been ap-|as moved its sales, advertising |expects 1947 production of the 
pointed head of the production|and_ executive offices from_ St.|home freezer industry to an sunt 
department of Mac Wilkins, Cole | Louis to 321 S. Beverly Dr., Bev- 
& Weber, Portland agency. ‘erly Hills, Cal. The winery and 

| plant facilities will continue to be 


f Buffalo, has been appointed to Austin Thomas has been ap- ; 
Ma gazine 704 WARNER BUILDING - MILWAUKEE 3, WIS. (handle the advertising of Buffalo pointed sales manager of the con- few makers of compressors and 
Kool-Vent Metal Awning Com-| struction machinery division of|that limited supplies of these a; 

| Chain Belt Company, Milwaukee. | well as steel represent the major 


Advertising Age, February 10, 947 


Sees 400,000 


total market for all makes of | ome 
freezers have ranged from 30) 009 
to as high as 3,000,000, Hot; dint, 


to slightly in excess of 400,00). 
Compressors represent the big. 
gest supply problem for the 159 
to 200 makers of home fréezer 
units throughout the country. Hot- 
point said that there are orly , 


material problems. 


BEGINNING MARCH 30, 1947 
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The HOUSTON POST 
Circulation 160,408 


TI (September 30, 1946 A.B.C.) 


HOUSTON 
Retail sales $340,143,000 


; in the richest market (Sales Management, 1945) 


—— 


TEXAS 
Area 267,339 square 
miles 


in the biggest state 


ETERS, 


HOUSTON is another EXCLUSIVE parade market not served by any 
other syndicated Sunday magazine. 


HOUSTON is the biggest FOOD market in the South, the first DRUG 
market in Texas. Total retail SALES are estimated at $400,000,000—up 
17% since 1945. POPULATION now exceeds 650,000—up 40% from 1940. 


The HOUSTON POST leads Texas in DAILY circulation. SUNDAY circu- 
lation increased 13% between the March and September 1946 A.B.C. 
reports. The Post carries more retail grocery ADVERTISING than any 
other newspaper in the United States. 


With the addition of HOUSTON, parade now delivers 3,700,000 circulation 
in the rich trading areas served by 21 great newspapers. 


Now 
HOUSTON 


has 
PICTURE 
POWER 


HOUSTON ...The HOUSTON POST...and parade are on the move! 


The Sunday Picture Magazine 


The first quarter of 1947 wilj 
likely satisfy most of the demand 
/which has carried over from pre- 
‘vious months and after that, the 
market will require considerable 
‘merchandising. Hotpoint declared 
\that sales of home freezers depend 
/not on description but on dem- 
‘onstration and use. Proper use 
|/cannot be made of home freezers 
without adequate instruction 
Dealer training will be one of the 
major projects of Hotpoint, and 
presumably other makers as well, 

Hotpoint would make no guess 
}as to its 1947 production but said 
that it considers 400,000 a rea- 
sonable estimate for the entire 
industry. Increased production 
and sales will result in a market 
be: an estimated 800,000 during 
1948, Hotpoint said. 
| Hotpoint will try to get int 
complete production on _ three 
| eae of refrigerators: the home 
refrigerator, a combination re- 
frigerator and home freezer, and 
‘the home freezer alone. As all 
or part of these reach suitable 
|production, Hotpoint expects t 
go into national consumer maga- 
|zines about April. While no cop) 
plans are completed, it is possible 
i\that Hotpoint will stress in its 
\copy the idea of dual need for 
both a refrigerator and a home 
\freezer, or possibly a combina- 
| tion. 

Maxon, Inc., is the agency. 


Public Relations Group 
Elects Ferris President 


Earle Ferris, president of the 
| Earle Ferris Company, New York, 
has been élected president of the 
| National Association of Public Re- 
|lations Counsel. Elected  vice- 
| presidents are: Paul Garrett, vice- 
| president of General Motors Cor- 
| poration; William H. McGaughey, 
director of public relations, Auto- 
|mobile Manufacturers’ Association, 
| Detroit; Marvin Murphy, director 
‘of public relations, N. W. Ayer & 
|'Son, New York; G. Edward Pen- 
|dray, public relations counsel, 
New York, and Conger Reynolds, 
| director of public relations, Stand- 
ard Oil Company of Indiana, Chi- 
cago. 


Edward F. Thomas, vice-presi- 


dent in charge of public relat: ns 
Geyer, Newell & Ganger, ev 
York, has been named secre 


and Paul Haase, assistant se re- 


tary of Controllers Institut: 


America, New York, has been re- 


elected treasurer. 


§ EMPLOYMENT) 


17 000 Wage terners 


The JOURNAL-TIME® 


RACINE, WISCONSIN 
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publicity should be handled, anc'| Smith Joins Humphrey 


general meeting practices. ‘ ; 

; ‘ : Ned C. Smith, formerly vice- 
“S : y a ’ - é 

sep rae es = ar |president and copy chief of Ray- 

able a a copy through W. 44.|mond Spector Company, New 


Kirkpatrick, Wilkening Mfg. Com-| york, has joined the New York 


10-week series. Plans are under 
way for a similar campaign in 
other markets. Schoenfeld, Huber 
& Green, Chicago, handles the ac- 
count. 


Chicago, has changed its 


Agency Changes Name 
Advertising Production Service, 

name 

to Coventry, Miller & Olzak, Inc. 
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Phoenix Boosts Two 


C. T. Stevens, advertising man- 
ager, has been promoted to direc- | 
tor of public relations of Phoenix 
Mutual Life Insurance Company, 
Hartford, Conn. C. Russell Noyes, 
assistant advertising manager, has 


pany, 2000 South St., Philadelphia. | office of H. B. Humphrey Com- 
—_————————— pany as account executive. 
Appoints Averill | , ; 
Mac Averill Jr, formerly with| Plugs Wine on Radio 
Roy S. Durstine, Inc., New York,, Fruit Industries, California wine 


has joined Howell, Sparks & Cable,| producer, has launched a_ spot 
Advertising, Houston, as account| radio campaign in Milwaukee for 


ST. JOSEPH NEWS-PRESS 


: Couple of Inches Mean a Lot... sa : Bae 
— ES executive and principal of the/its F. I. brand of wines, using been named to succeed Mr. St.Joseph Ouzette 
Y. wwe Be the fi Sn om agency. stations WTMJ and WEMP for a Stevens as advertising manager. 
ao 
a 
. | 
C4 
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SO NEAR AND YET—Roddis Lumber 
& Veneer Co., Marshfield, Wis., is using | 
the theme “When a Couple of Inches | 
Mean a Lot" in a series aimed at edu- 
cating architects and builders to | 
specify standard size doors and ply- 

wood. Copy was prepared-by Klau- | | 
Van Pietersom-Dunlap Associates, Mil- 
waukee, for a list of architectural and 

building business papers. 


Fine Coato 


For strikin 
half. 
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Automotive Group ~ 
Offers Guide for | 
Customer Meets 


PHILADELPHIA—Faced with 
growing problems of how, when | 
and where industrial meetings 
should be held, the Automotive 
Advertisers Council has prepared 
a 48-page “Guidebook to More 
Profitable Customer Meetings’ | 
dealing with all possible questions 
that may arise concerning opera- | 
tions of exhibits, clinics, schools | 
and meetings. 

Opinions from_ wholesalers, 
manufacturers, field representa- 
tives, sales and merchandising ex- 
ecutives have been combined to| 
give specific information about 
how costs of shows, schools, etc., 
should be distributed, what days 
are best for the various types of 
meetings, which hours of the day 
and what time of year are most 
suitable. The guidebook outlines 
in a table the types of places in 
which various kinds of meetings 
should be held, how the program 
should be planned, what should | 
be done about trying to make ac-_| 
tual sales during various kinds of | 
meetings, who should be invited, 
and a host of other questions that | 
beset companies trying to improve 
sales and service forces. 

It also discloses how follow-ups 
should be handled following the 
various types of meetings, how 
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Photo HOWARD'S MIRACLE PLUM, courtesy of 
Howard and Smith, Montebello, California and 
WAYSIDE GARDENS, Mentor, Ohio 


Consolidated Coated 
FOTO | ister sca” 


Howard's Miracle Plum, illustrated above, was selected by experts as one of 


ee 
aed tn Hhis ad! 
; the ten most outstanding fruits and flowers introduced in 1946. This unusual 


| Anyone, anywhere can set 


yoo Slb-iiieds iene ed fruit is only one of many distinctive and attractive photographs reproduced 


in colors and black and white in the latest catalog of Wayside Gardens... 


Fo.', economical —just the 


3 for heads or complete “The most beautiful of all floral books.” To reproduce in print the full beauty 


° Card let . - ° . ; 
| ardbeard letters ore of the blooms and fruits they feature, Wayside Gardens regularly use Con- 


solidated Coated Paper. 


| ov omatically aligned when 


se to Fototype composing 


| stick. We enetal type, ne Manufactured in weights down to 45 pounds, Consolidated Coated 
| m sy ink, no impressions 
ull. Over 


to select from, each 


Papers meet almost any printing need. 


REG. U.S. PAT. OFF 


75 popular 


| po «ed in a compact, refill- 


SCOTCH TAPE ON TOP ...REMOVE FROM STICK ..USE ‘=a 


,. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


leatherette case. 


Pace 


New 24 -Page 
Catalog 
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HIS ROSCOE ST., CHICAGO 15, ILLINOIS 
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Ad-libber Hits Mark 
On Easy Washer Copy 

To the Editor: Thanks for all | 
the nice things you said (Ad-lib- | 
bing, Jan. 20) about the Easy| 
Washer advertisement which we 
prepared. 

The idea, headline and copy was | 
the work of Carl Davis of our of- | 
fice. ‘Believe it or not, he thought 
out this advertisement exactly 
the way you analyzed it. 

After reading your last para- 
graph I made a one-man survey 
of the office-asking this question, | 
“Have you ever been kissed in a 
laundry?” Most of the men re- 
plied with owlish looks, most of 
the women blushed coyly. One| 


uninhibited copywriter freely con- | Station executives at the Fre-/talk to them. 
fessed that his wife had kissed “quency Modulation Association or- | 
him soundly when her new Easy | ganizational meeting in Washing- | ment one of the future FM stations | 


‘issue, Page 78. 
in our minds that the praising 


* 


This department is a reader’s forum. Letters are welcome. 


Spindrier was delivered. 

ROBERT E. ANDERSON, 
Account Executive, Batten, 
Barton, Durstine & Osborn, 
Buffalo. 

_< ¢ 


Looks for Further Ads 
from FM Stations 
To the Editor: Our thanks in 


|profusion for the nice plug you 


gave our FM ad in your Jan. 20 
There’s no doubt 


speech by Charles Denny, FCC 


chairman, and your related article | 


on our Jan. 10 Washington Post ad 
will 
faster growth of FM. 

Upon talking to several radio 


have much to do with the! 


|ton on Jan. 10, they were em- 
|phatic, and slightly hot under the | 
collar, that most agency men took 
the wrong approach to FM in their | 
newspaper advertising. These FM | 
radio executives felt that many | 
agency men couldn’t see the forest | 
on account of the trees. That slight | 
tinge of red you see over the hori- 
zon, in a southerly direction, is a 
blush creeping up a neck. I knew 
a fellow who broke his arm that 
way. 

You see, we’re an advertising 
agency where FM is right at home. | 
You’ve got to get close to the pub- 
‘lic to find out what they want to 


| know—and then give it to them. 
In fact we’re so close to the public 
| that we even eat with them and 


As a result of this FM advertise- | 


=. 


| 
— 


THE Acg&c COMBINATION / 


Za = - - 
+d ty : : 


It takes the combination of a good jockey’s 


skill and a great horse’s performance to win 


For maximum coverage of the office equipment and supply field use 
this winning combination— 


GEYER'S TOPICS—to reach the dealers and wholesalers of stationery 
and office equipment and supplies... 


OFFICE MANAGEMENT AND EQUIPMENT—+to tell your story direct 
to top office management executives. 


Year after year, since 1877, GEYER'S TOPICS has been the most 
effective dealer medium of the trade—progressively presenting to 
office equipment and stationery dealers the newest and best offer- 


ings of the industry. 


The audience of OFFICE MANAGEMENT & EQUIPMENT is different. 
Here, you talk to the top office executives ... treasurers, controllers, 
office managers and purchasing agents of big industries and organi- 
zations who buy in tremendous volume for their own use. 


Total 


@ 


Space is sold singly or in combination but, 
together, these two magazines are the 
RIGHT COMBINATION to attain maximum 
sales among the nation’s largest buyers. 


Coverage of BOTH 


groups is more 


than 15,000 


See S.R.D.S. or write tor Combination Rates 


GEYER PUBLICATIONS 


260 FIFTH AVENUE 


Established 1877 


NEW YORK 1,N.Y. 


Also publishers of THE CIFT AND ART BUYER, SPORTS AGE and Trade Directories 
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To the Editor: 


town, Mass. 


‘Mister’ and ‘Madam,’ Take a Hint: 
Don't Ask for Stuff That’s Out of Print! 


My peeve are the fiends who’ll soon turn me gray, 
Who, pestered by Junior on some rainy day, 

Equip him with scissors and old magazines 

From which all the coupons he gleefully gleans. 


Each morning a stack, unbelievably tall, 

Arrives at my “in” box, in juvenile scrawl. 

What devilish nature, what manner of freak, 
Makes them start requesting all booklets antique? 


“T’m sorry, dear sir, it is quite out of print...” 
To “Mister” and “Madam” I write my day’s stint. 
The margin-ruled letters in business-like form 
That schoolmarms endorse, all arrive in a storm. 


My telephone rings, and it’s urgent, I’m sure, 
I’ve letters and orders for persons mature— 
And still I’m snowed under by “Public” demand 
For out-dated booklets we don’t have on hand. 


It’s wonderful practice and great for the child, 
But slowly and surely it’s driving me wild, 
When every tot in each single P.S. 

Thinks up his own query and has our address. 


Advertising Secretary, Hood Rubber Company, Water- 


— 


BERTHA C. OLSON, 


in Washington, WCFM, ran one of 
its own in the Washington Post 
Jan. 19. From what I hear, more 
are on the way—from individual 
stations and from the group as a 
whole. 
IRVING ABRAMSON, 
Henry J. Kaufman & Associ- 
ates, Washington, D. C. 


| Gillette Protests AA 


Comment on Ad Figures 


To the Editor: Your ADROITLY 
WORDED LEAD PARAGRAPH IN PRI- 
VATE LINES COLUMN ISSUE OF JAN. 
27 INDIRECTLY ACCUSES J. P. SPANG 
JR., PRESIDENT OF THE GILLETTE 
SaFETY RAzoR COMPANY, OF* RE- 


LEASING MISINFORMATION REGARD- | 


ING GILLETTE'S NEWSPAPER ADVER- | 
PER ADVERTISING WHICH WOULD FUR- 


| THER INCREASE THE PERCENTAGE. 


TISING EXPENDITURES IN 1946. MR. 
SPANG’S STATEMENT WHICH YOU 
IMPUGN WAS BASED ON 41% IN- 


was unwittingly done to Gillette, 
and are glad to set the record 
straight. | 


To the Editor: HERE IS ADDI- 
TIONAL INFORMATION REGARDING 
GILLETTE’S USE OF NEWSPAPEI 
SPACE: : 

DuRING 1946, NEWSPAPERS RE- 


CEIVED 33% OF GILLETTE’S ApP- 
PROPRIATION FOR GENERAL PUBLICA- 
TION SPACE AND RADIO NETWORK 
TIME. FURTHERMORE, A CHECK Of 
ACTUAL BILLINGS RECORDS BACK TO 
AND INCLUDING 1939 SHOWS THAT 
IN THE 8-YEAR PERIOD GILLETTE'S 
EXPENDITURES FOR NEWSPAPER 
SPACE AVERAGED A THIRD OF THE 
COMPANY’S APPROPRIATION FOI! 
SPACE AND TIME. THESE FIGURES DO 
NOT INCLUDE COOPERATIVE NEWSPA- 


THE 1946 EXPENDITURE IN SwUN- 


CREASE IN GILLETTE’S 1946 NEWS-|DAY NEWSPAPERS ALONE EXCEEDED 
PAPER BILLING OVER 1945 AND THE | YOUR ESTIMATE OF $320,000 For ALI 


HEAVY, CONSISTENT USE OF NEWS- 
|PAPER ADVERTISING IN ALL’ THE 
YEARS HE HAS BEEN ASSOCIATED 
| WITH THE COMPANY. 

Mr. SPANG DID NOT REFER TO 


/RADIO. BUT THE FACT IS THAT GIL- | 


|LETTE’S EXPENDITURES FOR NETWORK 
/TIME IN 1946 INCREASED ONLY 26% 
‘OVER 1945. YOUR STORY IMPLIES 
THAT Mr. SPANG’S PUBLISHED STATE- 
|MENT DID NOT COINCIDE WITH THE 
|FACTS. THUS IT: DEFINITELY PUTS 
‘BOTH GILLETTE AND THIS AGENCY 
|SQUARELY ON THE SPOT WITH NUM- 
/EROUS EDITORS AND NATIONAL AD- 
VERTISING MANAGERS OF NEWSPA- 
PERS WHICH PRINTED THE RELEASE 
|IN GOOD FAITH. 

| THE FIGURES ADVERTISING AGE 
\CITES WITHOUT INDICATING THEIR 
,SOURCE ARE RIDICULOUSLY INAC- 
| CURATE AND YOUR USE OF THEM IS 
INEXCUSABLE. IT SEEMS TO US THAT 


NEWSPAPERS. IN ADDITION TO THIS 
280 DAILY NEWSPAPERS IN 216 IM- 
PORTANT MARKETS CARRIED  AP- 
| PROXIMATELY 5,000 LINES OF Gll- 
| LETTE ADVERTISING LAST YEAR. 

| IN VIEW OF THE ABOVE WE FEEI 
|THAT J. P. SPANG JR. IS CORREC! 
IN REFERRING TO GILLETTE AS A 
LARGE AND CONSISTENT USER Of! 
NEWSPAPER SPACE. 

WE WILL BE GLAD, IF YOU DESIRE 
TO HAVE PRICE WATERHOUSE AUDI! 
THE ABOVE FIGURES AND THOSE CON- 
TAINED IN OUR PREVIOUS WIRE AND 
SUPPLY ADVERTISING AGE WITH AN 
AFFIDAVIT AS TO THEIR ACCURACY 

SEARLE HENDE! 


eee 


» wb et 
1946 ‘Dental Survey’ 


Ad Volume Corrected 


To the Editor: Would it be | 
sible to call attention to an e 


RETRACTION AND EXPLANATION ARE | in the addition of the total n 


| CLEARLY IN ORDER. 

SEARLE HENDEE, 

| Maxon, Inc., Detroit. 
| 


[Editor’s Note: The figures which | VERTISING AGE? 
AA used for network advertising 


‘and for 1945 newspaper advertis- 


|ber of pages in Dental Surv 
ladvertising volume for 1946 
published in a recent issue of 


The total should have | 
|1,69714 instead of the figure | 
lished, which was 1,688. 


ing were taken from “accepted,” 
generally available ‘sources, in- 
cluding Media Records and Pub- 
ilishers Information Bureau. The 
figure for 1946 newspaper adver- . = 2 


tising came from a source which Decries Free Rides 
cannot be disclosed, but whose in- 


tegrity and authority would not| on Post Office Wagon 
normally be challenged by anyone. To the Editor: “We don’t be! 
As a result, AA was so con-j|in waste or free rides,” says 
vinced of the validity of its figures | editorial on The Postal Rate P 
that it asked Mr. Hendee to supply |lem in the Jan. 27 ApverT! 
additional detailed information on!Acr. True! And most of the 


H. B. WHITING, 
Publisher, Dental Survey Pu 
lications, Minneapolis. 


Gillette’s newspaper advertising |cussions on postal rates ove! 
volume, which he did, in the tele-|the biggest free ride of all 
gram quoted below. We are now tons of propaganda and fra! 


fully convinced that an injustice | material coming out of Was! 
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anted that some, or even most 
his material is essential and 
‘ym ortant, the Post Office is still 
ig a free ride to the other de- 
19 ments and bureaus. Charges 
an expenses made against the 
p. | Office should be made against 
th federal agency using the mails! 
seems to me this is funda- 

m. ital. First, it will put the book- 
ing of the Post Office Depart- 
t on a sounder basis, the pres- 
en methods are at best fanciful. 
It will show whether the Post Of- 
fice is actually running at a loss, 
- whether the loss is being placed | 
upon the Post Office by other | 
cies. 
“urthermore, a charge for post- | 
against all bureaus, agencies, | 
yartments (yes, and senators | 
and representatives) will be a) 
valuable guide for the public in| 
‘ermining use and misuse of the | 
mails. 
True, in effect, the charging of | 
postage (through meter, weight, | 
’ other plans) would be a book | 
transaction only. But the informa- | 
tion and values derived would be 
considerable. 
This has long been a pet peeve | 
of mine. Might it be time to start | 


something? 
| 


Cart A. LEACH, 


Dairy Goat Journal, Columbia, 
Mo. 


[Editor’s Note: Mr. Leach is} 
partly right, partly wrong. Penalty 
(departmental) mail contributed | 
$34,583,000 to the postal deficit for 
fiscal 1945; franked (Congres- 
sional) mail an additional $869,- 
000. While the Post Office carries | 
these amounts as a deficit, actu- | 
ally they represent no loss to the | 
government since various depart- 
ments are charged for their mail 
by the Treasury, the postage item 
being part of each appropriation 
bill. As each department uses | 
postage, Treasury charges for it, | 
but the receipts are not credited 
to the Post Office. 

Question: Why not pay Post | 


| 
| 


Office instead of Treasury so that | 


PO “deficit” is not exaggerated? ] | 
. FF FV } 


Ad Keeps Bad Company | 

To the Editor: Boston & Maine | 
(RR) tub thumpers ought to get | 
smart like the airlines when they | 
instruct, on placing all their ads, | 
“Not to run on a page with any 
airline story.” | 


B&M’s ad (Boston insertion) 
yapping about the airlines very | 
unfortunately for B&M_ didn’t 


| 


quite take up a full page and just | 
above the ad the mayor of Salem | 


RELIABLE 
TRANSLATION 
SERVICE 


SPANISH 
ms PORTUGUESE 


ris 


o> 


“ & Pre « 


Your Spanish and Portu- 
guese must be correct, 
authentic and reliable to _ 
do the right job in Latin 
America. The services of 
our well-qualified and 
capable translation de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


@ EL TALLER MECANICO MODERNO 


PUBLICATIONS, INC. 


* CINCINNATI 2, OHIO 


| zine—for the year’s most tantaliz- 


| 
| ' 
| 


lamented in a news story that! 
Salem had to raise its taxes this | 
year to take care of eliminating 
crossings for the B&M. 
What’s that old one 
people who throw rocks? 


THORO READER, 
Hartford, Conn. 


| 


about 


ee ee 


Cites the Year's ‘Most 
Tantalizing Statistic’ , 
To the Editor: Orchids and $64 


to the analytically minded adver- 
tising department of True maga- 


ad 


research. 
The tenacious pursuit of truth 
often leads through _ slippery 


ground, but to nail down such an 
elusive fact speaks well for the 
bond between True and_ the 


ample of mutual confidence. 

No doubt, 67% (or conversely 
33%) is a vital figure which 
should interest both the Census 
Bureau and the Johnston office. 

EpLEY W. Cox, 

Advertising Manager, Na- 

tional Instrument Corporation. 


[Editor’s Note: Mr. Cox’s com- 


ing statistic—for a masterpiece of 


\letter that says: 


ment refers to a True promotion 
“May we remind 


" 
American man—a striking ex- Wants Hewitt Ad Copies 


53 
you that True, the Man’s Maga- 
zine (now selling over a million — 
copies per month), is an ideal a “ V" 
place to remind Father (67% mar- | 4 PHOT ¢ 
ried men) .. .”] Bye’ he 


Unsurpassed in me 

wi Quality at any Price ““WaRhe 

ai NO NEGATIVE CHARGE—NO EXTRAS OF ANY KIND 

e Gl2< EA. in 100 Lots MOUNTED 

- S12*EA. in 1000 Lots ENLARGEMENTS ==“ 

POST CARDS or 4°x5°s | 30°x40° 53.85 EA. 
522.00 per 1000 Lots | 20°x30° $2.50 EA. 
24 HOUR SERVICE ON REQUEST 

; Made By J. J. Kriegsmann, The Man Whose 

Photographs Grace Billboard's Covers; 


[ Gy 165 West 46th St. 4 
Conner et 
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To the Editor: In the current 
\issue of ADVERTISING AGE (Jan. 
1/13), there is an article in “The 
| Creative Man’s Corner,” Page 45, | 
labout the “Proud as a Peacock” | 
ad in which we are interested. 
Could we have a dozen copies of 
this article? 


| 
| 
H. P. BRIGHAM, 
Vice-President, Ross Roy, Inc., { 
Detroit. 
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Mr. Do Something... ees 


Election Day in Chicago was Nov. 5th...Ten days 
later, the campaign signs and banners were eyesores... 
somébody complained to Handy Andy. Andy phoned 
the re-elected State Senator, Wm. J. “Botchy” Connors... 

Sen. Connors summoned ten helpers, two trucks, his 
jeep...removed 500 posters the first day, started a 
bonfire in a vacant lot, promised to keep it burning 
until his district, the 29th, was clean as a whistle. 

"Somebody ought to do something about it” has 
been a popular sentiment ever since Adam...and Andy 
is that Somebody! Born at the Chicago Sun in April, 
1945, he has been busy since birth with complaints 
from Sun readers, finds assignments on his own. 


His agenda to date lists loose gutters, dirty 
alleys, defaced monuments, deficient drainage, 


dangerous corners without traffic lights, 
deafening noises, dilapidated buildings, 
open manholes, sunken sidewalks, caved-in 
street sections, broken bridge rails, leaking 
water conduits, ragweed and poison ivy, 
rotting trees, sharp stones on bathing 
beaches, street car tracks tough on tires, 
gambling joints, neighborhood vandals, 
marijuana plants, a Peeping Tom pestering a 
girls’ club...He fixes responsibility, keeps on the trail of 
public officials or private owners until he gets action. 
And in twenty months has accomplished 156 missions that 
make Chicago a better, safer, more pleasant place to live. 
Handy Andy gets action...because his soap box 
is the Chicago Sun, which has enough regard, respect 
and confidence of enough people...he represents so much 
potent public opinion that no one can afford to ignore it. 
These people in Chicago wanted The Sun, pay 5c a 
copy for it, believe in it and support it. With such readers, 
The Sun moves merchandise as well as minds...published 
more than 13,500,000 lines of advertising in 1946...is a 
frequent first in results, a consistent producer at a profit. 
And while The Sun's more than 300,000 daily and 
450,000 Sunday circulation doesn’t cover all of the 
Chicago market...no national advertiser covers all the 
market or the best of it—without The Sun. 


HE (CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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KMPC. He will expand the important work these three stations 
are doing to preserve those principles of keen competition 
and fair play which characterize the American Way of Life. 


WGAR KMPC 


THE GOODWILL STATION THE FRIENDLY STATION STATION OF THE STARS 
DETROIT CLEVELAND LOS ANGELES 


G. A. RICHARDS, President 
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ii e Creative Wan Corner 


A single advertisement, no less than 
an advertising campaign, requires a plan. 
Anc the best advertisements, like the 
bes. campaigns, are those in which the 
nla is perfectly executed—down to the 
jast small detail. 

In today’s exhibit (The Saturday Eve- 
ving Post, Jan. 27) we have an illustra- 
tion of the reverse. 


Cellophane 


Quiz —_— 


It 


Following the one-question quiz the 
copy heads straight to the proposition 
that cellophane shows what it protects. 

But in this advertisement about frozen 
strawberries in cellophane packages the 
principal illustration (a human interest 
drawing) shows only four small, wholly 
unrealistic servings of shortcake. And the 
documentary panel (a photograph) pic- 


HOW FRESH IS A reas STRAWBERRY? 
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This advertisement, which sets out to 
prove that Du Pont cellophane “is the 
ideal package for safeguarding the qual- 
ity and fresh flavor you get in frozen 
foods” is headlined a Quiz. And this it 

for one question and one answer— 
eparated by an illustration that hardly 
illustrates either one. 


You Ought toKuow . 


In mid-January, the Newspaper Rep- 
resentatives Association of New York met 
in Manhattan’s Hotel Lexington for a 
nique purpose—a testimonial dinner for 
a space buyer. But the occasion was no 
less unique than the 
space buyer himself, 
amiable, 74 - year - old 
Frank Mathewson 
Lawrence, who in 1946 
clipped off his fiftieth 
year as a buyer of 
space, all at Batten, 
Barton, Durstine & Os- 
born (of which he is 
now secretary) and its 
predecessor, the George 
Batten Company. 

In 1896, on April 13, 
YO. .¢ Frank Lawrence came to work for 
Ge -ge Batten as a stenographer, and 
ii in the same year was shifted to 
ba e-buying, although he recalls with 

uckle that he did “a lot of things 

es jes.” 
was 18 years before the Audit Bu- 
¢ of Circulations came into existence, 
media were bought pretty much by 
RS €! onal knowledge and on trust in what 
u representatives said their circula- 
was. Those were days which had 
heard of extensive market and 
ership research, Starch or Hooper 
gs, and the giants of the printed 
a, the New York Daily News, Life 
‘N’ the international editions of Reader’s 
Yu st were still unborn. The New York 
r -this was before Adolph Ochs re- 


F. A. Lawrence 


ov 
enn? 


tures a large chicken in a transparent 
cellophane wrapping, and only a small 
and quite obviously non-transparent box 
-with a single strawberry painted on its 
opaque top! 

This is what happens when there is 
cither too little planning or too little 
follow-through. 


e e Frank M. Lawrence 


claimed it—was wallowing along with 
a moribund 25,000 circulation. 
The agency business itself was new 


and uncertain, and its billings were in- 
finitesimal beside the $51 million which 
BBDO billed in 1946. Among Batten’s 
leading accounts were National Lead 
Company, Dean’s dyspepsia pills and 
Macbeth lamp chimneys, as well as a 
host of schools. Mr. Batten, who died in 
1918, had strong opinions about proper 
training, and believed that the best way 
to break in an account man was to put 
him on the school accounts, soliciting 
and handling them. He also believed that 
no one could buy space unless he knew 


the media by experience, and accord- 
ingly dispatched Frank Lawrence on 
tour, visiting publishers, seeing their 


plants, and getting an accurate appraisal 
of their circulation and influence in their 
cities. 

“Travel in the daytime,’ Mr. Batten 
used to tell Frank. “You’ll get to see the 
country that way. No point in going 
through it at night.” : 

In 1901, the George 
was incorporated, with Frank as its sec- 
retary. In succeeding years, while the 
company’s billing grew, he continued to 
supervise all buying of space, and in 
1928 when the company (then headed by 
William H. Johns, who died in 1944) 
merged with the Barton, Durstine & Os- 


Batten Company 


born agency, he was listed as secretary 
by BBDO and headed its space depart- 
ment. 

Actually, he stopped seeing salesmen 


in line of duty in 1942, a job now handled 
by BBDO’s seven buyers of space in the 
New York office. The expansion of the 
space department is an indicator of 
changes in agency size; the Batten 
agency’s 15 people in 1896 can be con- 
trasted with BBDO’s 950 people in 1947. 

As for space buying, BBDO operates 
on the theory that each buyer must 
handle all media for a number of clients. 
Instead of having, ‘say, a man to buy 
general magazines, another on news- 
papers, another on farm papers, ‘etc., 
BBDO feels that it is better to have one 
man making the complete list for each 
account. When the agency adopted the 
system, it was somewhat concerned with 
the fact that a salesman might have to 
see several buyers instead of the one 
concerned with his medium, but the ad- 
vantages to the agency of having the 
information centered for the account man 
were held to outweigh the defects of the 
system. 

Frank believes this system is of especial 
benefit to the buyer. It gives him the op- 
portunity of a well-rounded experience in 
all publication classifications, and pre- 
vents his becoming a protagonist for one 
class of media. 

In his 50 years, Frank has never bought 
radio or outdoor, and he believes that 
separating space and time-buying, as 
BBDO does, is sound. In normal times, 
he says, space-buying is easy, with in- 
sertion orders certain to run. In radio, 
on the other hand, much time is fre- 
quently consumed in negotiation to get 
a favorable program time, and the time 
buyer must often be out of his office in 
conference with clients, station and net- 
work representatives. Since the paper 
shortage, Frank admits, space buying is 
not the pleasure it used to be. 


Since space buyers seldom occupy a 
cozy enough niche in salesmen’s hearts 
to warrant a testimonial dinner, the con- 
clusion is that Frank Lawrence is “dif- 
ferent.” For instance, Frank says: “The 
primary duty of a space buyer is to help 
salesmen sell, even to eliciting informa- 
tion he may not bring out. Our joint job 
is getting a successful publication for the 
advertiser—he’s paying us both.” Or 
“Publications have character, just like 
people, and it takes good salesmen to 
bring it out.” 

Primarily, Frank thinks, a space buyer 
should have (1) an analytical mind, (2) a 
friendly, helpful manner, (3) the ability 
to make good decisions, (4) a certain 
amount of skepticism (“he can’t take 
anything for granted”), and (5) the ap- 
proach: Consider the medium, not the 
man selling it. 

That Frank is a successful mentor has 
eloquent testimony: Ben Duffy, now 
BBDO’s president, was a space buyer 
under Frank. 

A small, neat, slightly rotund man, 
Frank Lawrence works in his shirt- 
sleeves, a map of the United States under 
the glass of his desk, a heavy, brass- 
bottomed space rule at his right hand. 
He says, of the map: “When a man calls 
me from New Mexico I like to look and 
see where he’s talking from.” The rule is 
a gift of the Harrisburg Patriot and 
Evening News. On the wall is a laminated 
color photograph of Whirlaway, the gift 
of the Daily News’ late advertising di- 
rector, H. B. Sherwood. “I like gardening 
and horses,” Frank says, blue eyes kindly 
in his deeply-etched face. The only space 
buyer with 50 years in the business lives 
in Glen Ridge, N. J., and the youngest of 
his three sons, Bill, the only one interested 
in advertising, went to work last year for 
BBDO. 


lhe Pag- Osf NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


DOES CHARGING FOR SAMPLES OR BOOKLETS 


ELIMINATE TOO MANY 


The question of whether or not it is 
good business to charge for samples, cata- 
logs or booklets puzzles many mail order 
advertisers. 

Those who advocate charging for 
samples hold that a small fee’ not only 
eliminates the curiosity seeker, but that 
it also secures a more interested pros- 
pect. 

Other advertisers charging for samples 
and booklets, have learned that, although 
they do eliminate the curiosity seeker to 
some extent, they also dispose of many 
worth while prospects. 

The plain fact is that in most cases the 
percentage of sales to the “paying pros- 
pect” does not increase sufficiently to off- 
set the higher inquiry cost which results 
from eliminating the so-called curiosity 
seeker. 

It is a well known fact that the instant 
the advertiser places a price on his sample 
or booklet, the number of requests he will 
receive is reduced considerably. That 


GENUINE PROSPECTS? 


There is no definite experience table that 
applies to all cases. The type of offer 
made and the desirability of the sample 
or booklet are important factors that 
enter into the case. There have been in- 
stances where the comparative response 
between free and 10 cents has been as 
much as five to one. 

In general, however, the free offer will 
produce about twice as many replies as 
where the prospect is required to send a 
postage stamp. The free offer will de- 
liver about three times as many replies as 
will a 10-cent offer. Sometimes 25 cents, 
50 cents and even $1 are charged where 
the character of the offer is presumed to 
justify the amount. Certainly it is three 
to one. 

Frank E. Duggan, account executive of 
Roche, Williams & Cleary, Chicago ad- 
vertising agency, who has made a detailed 
study of the problem, presents the follow- 
ing figures showing how the percentage 
of sales must increase among the “pay- 


means the inquiry cost skyrockets. ing” prospects as compared with the 
How much does the inquiry cost go up? “free” ones. 
PERCENTAGE OF SALES NEEDED FROM 'PAYING' VS. 'FREE' PROSPECTS 
Postage 
FREE Stamp 10c 25¢ 
Offer Offer Offer Offer 
BOO, OC TURING shai sae 5 oe 0s CHES 4,000 2,000 1,350 1,350 
Cost of Adv. Heat .. .$2,000.00 $2,000.00 $2,000.00 $2,000.00 
Cost of Sample and handling at 50c 
each . $2,000.00 $1,000.00 $ 675.00 $ 675.00 
$4,000.00 $3,000.00 $2,675.00 $2,675.00 
Less Recovery from Inquiries... 60.00 135.00 337.50 
Total Net Cost $4,000.00 $2,940.00 $2,540.00 $2,337.50 
No. of Sales ; 400 294 254 234 
Cost Per Sale $ 10.00 $ 10.00 $ 10.00 $ 10.00 
Per Cent of Sales to Inquiries. 10% 14.7% 18.3% 17.3% 
The above tabulation shows that where 3 cents is charged for the offer, it is neces- 
sary to close nearly 50% more than when the offer is free, and nearly double when 10 


cents is charged. The 25-cent offer is 


not much different. 


given 


a somewhat better break. but the result j 
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RUBBER 
PRODUCTION 
AT ALL-TIME 


The current level of produc- 
tion in the rubber industry is 
an all-time peak, Goodyear's 
chairman of the board, P. W. 
Litchfield, said in comment- 
ing on industry outlook for 
1947. 


In line with the production 
record, consumption of rub- 
ber, natural and manufac- 
tured, and dollar sales figures 
showed new peaks. 


Net sales of rubber manufac- 
turers in 1946 should reach 
three billion dollars, Litch- 
field said, compared to |!/2 
billion in 1941. 


Rubber consumption reached 
the all-time high of slightly 
over one million long tons. 


Since the needs of the rub- 
ber-starved public and indus- 
try have as yet not been 
fully filled, consumption in 
1947 should again be in the 
neighborhood of one million 
long tons. 


The current production level 
is 76 million passenger tires 
annually and 17 million truck 
tires. For all tires the rate is 
approaching 100 million. 


Such a statement speaks well for 
Akron, the Rubber capital of the 
world. Remember this rich Market 
when planning your 1947 sales 
promotions. 


- 
- 


NEW COAST CLUB ORGANIZED—Hollywood advertising executives launched 
the Hollywood Advertising Club when a capacity turnout filled the Lido Room 
of the Hollywood Knickerbocker Hotel to laud the efforts of the organization 
Seated (left to right) Ed J. Bromen; Walter Van de Camp, Cali- 
fornia Advertising Agency; Robert McAndrews, NBC advertising and promotion 
and vice-president Advertising Association of the West, and Ernest Belt, Holly- 


committee. 


| wood Citizen-News. Standing (left to 


representative; Ralph Tuchman, Broadcasting Magazine; Burt Oliver, Foote, 


Cone & Belding, 


~ te >. 


Chicago Office Moves 


Increases Ad Rates 


Advertising Age, February 10 


ginning October, 1947, from 
; to $7,000, with a new guar 
The Chicago office of Hardware | net paid circulation of 3,000 
Retailer has been moved from the 
| Tribune Tower to 122 S. Michigan 
| Ave., Chicago 3. 


right) Homer Griffith, radio network 


and Dan Gann. 


Cotton Council 
Votes to Expand 


Sales Promotion 


Will Battle for Tire 
| Cord Market, Oppose 
‘Abstract’ Standards 


GALVESTON—Delegates attending 
‘the National Cotton Council’s | 
‘ninth annual meeting here voted | 
|at their closing session Jan. 30) 
|in favor of greatly expanded cot- 
ton sales promotion activity during 
| 1947. 

In addition to approving con- 
'tinuation of existing campaigns in 
the wearing apparel and house- 
‘hold fields, the 250 voting dele- 
‘gates decided to activate imme- 
| diately: ‘ 

1. Cotton educational activities 
‘among sales personnel engaged in 
, the retail or wholesale distribution, 
‘or the advertising and promotion 
of products containing cotton 
‘fiber; 
| 2. Cotton educational and pro- | 
motion activities among the wom- | 
/en’s clubs of the nation. 


Lipscomb Reports Success 
The delegates also sought in-| 
_tensification of previous efforts to | 
|assure identification of the cotton | 
fiber content of cotton products | 
|being advertised via magazines, 
|newspapers, sales literature and 
'other media. 


Earlier in the meeting Ed Lips- | 
sales promotion director, | 


| comb, 

had told the delegates that en- 
couraging results have already 
been achieved in winning the vol- 
untary cooperation of manufac- 
turers and wholesalers in identi- 
fying cotton products in their ad- 
vertising. 

The delegates voted to continue 
the organization’s joint campaigns 
with the Textile Bag Manufac- 
turers Association and the Cotton 
Insulation Association in promot- 
ing cotton bags and cotton insula- 
tion, respectively. They also asked 
that the council explore possibili- 
ties of developing additional coop- 
erative industry campaigns. At the 
top of the list was the reestablish- 
ment of a cooperative basis for 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


expanded activity on the “Cotton 
Freshness” program. 


Oppose ‘Abstract Standards’ 


Continuing the battle for the 
tire cord market, the council voted 
to “make every possible effort to 
correct the misrepresentations be- 
ing made in national advertising 
with respect to the relative quali- 
ties and performance of cotton and 
synthetic tire cord.” 


Stirred by flammability legisla- 


tion now pending before Congress, 


'was said, would be to diminish 
cotton consumption and seriously | 


|manager of the eastern division of 


the council voted to oppose any 
proposed law which would pro- 
hibit manufacture and sale in in- 
terstate commerce of textile fab- 
rics and garments which fail to 
meet government-imposed stand- 
ards of flammability. 

The delegates contended that 
“such legislation, if enacted, would 
involve highly abstract standards, 
having the effect of draining from 
the market certain established fab- 
rics which have enjoyed consumer 
favor for many generations.” The 
first effect of such legislation, it 


reduce employment in the in- 
dustry. 

At the same time, the delegates 
also adopted a resolution, spon- 
sored by the sales promotion com- 
mittee, calling for special and im- 
mediate attention to opportunities 
now developing for the introduc- 
tion and sale of flameproofed 
cotton products. 


Illinois Watch Case 
Appoints Three 


Leo L. Stone, director of sales | 
and vice-president of [Illinois | 
Watch Case Company, Elgin, IIL, | 
has been appointed president of | 
Excel Movie Products Corporation, 
Chicago, another enterprise of 
Allen B. Gellman, president of 
Illinois Watch Case. 

W. D. Evans, formerly general 


the W. A. Sheaffer Pen Company, 


Ft. Madison, Ia., has been named 


Kips LIKE TO EAT / 


Kids like everything and lots of it. 
They help run up Fort Wayne’s grocery 
bill to $196 per person per year. They 
help run up a total of over nine million 
dollars in annual food purchases made 
by the *14,816 more homes that read 
The News-Sentinel than read the daily 
morning paper. Kids also require shoes 
and clothes and blankets and all sorts 
of things. They swell sales. And a lot 
of kids are being brought up in these 
*14,816 more homes that are reached 


by Fort Wayne’s evening paper. 


The News-Sentinel is delivered by carrier to 97.8% 
of all homes in Fort Wayne six days a week. 


Che News-Sentinel 


ALLEN-KLAPP CO. + NEW YORK—CHICAGO— DETROIT 
FORT WAYNE’S “GOOD EVENING” NEWSPAPER 
FORT WAYNE, INDIANA 


* 


*ABC Audit Report 12-31-46. Publishers statements 9-30-46 show 17,089 differential. 


~~ 


1947 


1,00 
teed 
0. 


'Crossdale Joins Gelu) ; 


Charles W. Crossdale, fo 
on the editorial staff of t} 
lantic City Press-Union, has 
Woman’s Day, New York, will|the Atlantic City staff of Al 
|increase its basic page rate, be-|Gelula & Associates, Philad 


to succeed Mr. Stone as director of 
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sales of Illinois Watch Case Com- 
pany. M. L. Vogelman, formerly 
sales manager of Elgin American 
compacts, has been promoted to 
director of design and product de- | 
velopment of Illinois Watch Case | 
Company. 


Gets Cleaner Account: 
Resigns WLIB Account 


Byrde, Richard & Pound Adver- 
tising Agency, New York, has been | 
appointed to handle the packaging | 
and national consumer and indus- | 
trial advertising of Maid-Easy | 
Cleansing Products Corporation, | 
Mt. Vernon, N. Y., for its newly 
packaged synthetic detergent, | 
Maid-Easy. The cleaner will be)! 
distributed in six major markets 
including and surrounding metro- 
politan New York. 

The agency has resigned the ac- 
count of Station WLIB, New York. 


Sets Up Cosmetic Drive 
for Remainder of 1947 
The advertising for the remain- 
der of the current year for Seven- 
teen cosmetics, made by Jeurelle, 
Inc., New York, will include full 
pages in full color in 10 national 
magazines—Calling All Girls, Cos- 
mopolitan, Glamour, Junior Ba- 


zaar, Miss America, Modern 
Screen, Motion Picture, Movie 
Story, Photoplay and Redbook— 


as well as continued insertions in 
ethical and trade publications. 

Batten, Barton, Durstine & Os- 
born handles the account. 


INDUSTRIAL EQUIPMENT NEWS 


What's Mew  equirwent Pants - MATERIALS 


What Do You Need? 


FLASH! Tm 


Now IS the time to s-p-r-e-a-d the news ns 
of your products to operating engi- mh #3 
neering and production men in all 
industries. 

Industrial Equipment News is the spot 
where these active operating men in 
the larger plants in all industries are 
accustomed to looking for their cur- 
rent product and plant operating re- 
quirements. 

Space adequate for placing the news 
and facts about your product before 
this active buying group costs only 
$95 to $102 a month in Industrial 
Equipment News. 

Now IS the time to get the DETAILS 
... Write for “The IEN Plan”. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company + = annem 
46| Eighth Avenue New York 1, N. Y. Hee | 


TESTING Supersonic vibertor 


RELAY Frequency actuated, 
power opera! 
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ted HUN World’ Bows; 
1 Foreign Issues 


New YorK—United Nations 
rid, an international monthly 
laf@agazine produced in cooperation 
with UN officials, was announced 
ast week, with worldwide affil- 
tes to follow shortly. 

The new magazine’s publisher is 
ol. Egbert White, who retired 
ast year from Batten, Barton, 
nurstine & Osborn, and whose 
wartime service was devoted to 
vank and the Mediterranean edi- 
ion of Stars and Stripes. UN 
‘orld’s principal financial backer 
; Michael Straight, who is also 
hacking the renascence of the 
lew Republic. 

As projected, UN World will be 
independently published in many 
¢ the United Nations. Four pub- 
lishing companies have already 
been organized, and will start 
‘ith the second issue in March, 
in Stockholm, Montevideo, Mexico 


ity and Shanghai. 
Dolivet Heads Staff 


Louis Dolivet, author of “The 
Inited Nations” and former edi- 
or of Free World, is international | 
editor of the new publication. 
The domestic edition combines | 
e magazines previously pub- 
lished as Asia, Inter-American 
and Free World, and has an initial | 
irculation of 65,000 plus 10,000 
newsstand, the magazine said. It} 
announced a one-time page rate 
mof $500, based on a circulation | 
guarantee of 50,000, and a spokes- | 
lan said it would apply for mem- | 
ership in the Audit Bureau of | 
‘irculations. 

Plans for advertising in the 
foreign editions are still unde- 
veloped. The general plan calls 
mor each edition to sell space in 
all others, but circulation guar- 


sstablished. The foreign editions 
ill carry most of the editorial 
Mmaterial of the U. S. edition, but 
vill be locally edited and will 
carry “local advertising as well as | 
Mnational advertising.” | 
The first copy of the U. S. edi- | 
tion carried 16 pages of bg <a 
| 


Mtising in its 80 pages, with the | 
thd cover sold to Seagram Dis- | 
tillers and the back to wecieaied 
Copper & Brass. 


Appoints Harshberger 


George Harshberger, formerly | 
cooperative advertising manager | 
of Rexall Drug Company and pro- | 
motional director of the Treasury | 
Department, has been appointed | 
director of merchandising and) 
marketing of Davis & Beaven, Los | 
Angeles. 


USE 


REPLY-O LETTER 


For Questionnaires, 


Market Surveys! 


Results of 50%, 60%, and 70% are 
hot unusual with Reply-O “List- 
cleaning” letters. Proportionately 
high returns on all types of Ques- 
tionnaires and Market Surveys. This 
easy-to-answer letter gets more 
replies, 


What Are 


Your Needs? 
) SNOUT ny TOWN nitorheat, - 


Write to THE 


REPLY-0 PRODUCTS CO. 


150 West 22nd Street, New York 11 


ntees and rates are yet to be)! 


sdvertising Age, February 10, 1947 
| Orchard Industries 


Appoints Keeling Agency 

Orchard Industries, Detroit, has 
appointed Keeling & Co., Indian- 
apolis, to handle the advertising 
for Actionrod, a solid steel casting 
rod. Consumer advertising in out- 
door sports magazines will feature 
cartoons by well known artists 
and will use the slogan “Why do 
it the hard way? Get the rod with 
the right tip-action!” 

Hardware and sports equipment 
publications will also be used, plus 
posters, window display material, 
consumer literature and newspa- 
per mats for dealers. 


Promotes Mat Matic Iron 


Mat Matic Home Appliance Cor- 
poration, Long Island City, will 
promote a new two and one-half 
pound Mat Matic electric iron, 
and later this year an _ instant 
hot water heater, toaster and hot 
plate in Good Housekeeping, The 
Saturday Evening Post and other 
magazines, and in four business 
papers, in its first campaign 
— Ruthrauff & Ryan, New 

ork. 


Steady Business 
but Easier Prices 
Seen by Editors 


New YorK—Although prices in 
some lines probably will decline 
a bit this year, editors of five 
business papers who participated 
in a broadcast on the Mutual net- 
work Feb. 6 were unanimous in 
their belief that 1947 will be a 
good year for business. The broad- 
cast was sponsored by the Na- 
tional Conference of Business 
Paper Editors. 

“Any hope of a major decline 
in the general price level,” said 
S. R. Bernstein, editor of ADVER- 
Tisinc AcE, “is fantastic.” How- 
ever, he added, business men this 
year will “assume that all the 
bad things that might happen 
won’t happen, and they will drop 
their prices somewhat, in the hope 
that modest declines and a return 


will cause more potential custo- 


|mers to come into the market.” 


to reasonable stability in prices | 


Despite the continuing increase 
in national income, said Roger 
Barton, Advertising & Selling, 
“persons will not continue to pay 
any old price. .. The net result 
of price declines should be good. 
It should price buyers into mar- 
kets rather than out of them.” 

Eldridge Peterson, Printers’ Ink: 
There will be no depression un- 
less “labor goes haywire with 
strikes. Durable goods gen- 
erally and housing are most likely 
to stay up in price. Improvement 
in quality of materials may take 
the place of straight price reduc- 
tions in some lines.” 

Philip Salisbury, Sales Manage- 
ment: “The days of ‘take it or 
leave it’ are out. Those of us who 
have something to sell must tell 
more—and more often—in order 
to convince prospects that our 
products and services will give 
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them more real satisfaction than 
the retention of their dollars.” 

Maxwell Fox, Tide: “My own 
view is that we are over the hump 
of inflation, that prices will con- 
tinue to move downward grad- 
ually this year if we can sustain 
and accelerate production and if 
all of us keep in mind what makes 
America great and our standard 
of living so high—producing the 
most goods of the best quality 
possible for the lowest possible 
price.” 
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“THE LETTER SHOP, Inc. 
431 GS. Dearborn St., Chicago 5, Mlinois 


GIBBONS KNOWS CANADA 


ADVERTISING 


TORONTO, MONTREAL, ao 


J. J. GIBBONS LTD. 


BAY STREET. - TORO 
REGINA, 


MERCHANDISING 


CALGARY, 


EDMONTON, VANCOUVER 


THIS IS NEW YORK 


One of eight electric plants operated by 
the Consolidated Edison System, Brook- 
lyn's Hudson Avenue Generating Station 
produces more electricity than any. other 
steam-electric plant in the world. With a 
total capacity of over 2,500,000 kilo- 
watts, Consolidated Edison serves New 
York through 44,500 miles of under- 
ground cable, 24,200 miles of overhead 
wire, 2,600,000 electric meters. In kilowatt 
hours, its annual sales exceed the com- 
bined sales in Massachusetts, Connecticut 
and New Hampshire. The System also 


operates 4 gas plants with a maximum 24- 
hour capacity of 230,000,000 cubic feet. 
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Senate Committee 


— Blasts at Press 


‘Monopolies’ | 


(Continued from Page 1) 
protect,” the report says. “More- | 
over the economic effect of the| 
local monopoly has in this busi-| 
ness, as in others, been to raise 
advertising prices as soon as com- 
petition has been killed. 


‘e is also proposed. 
Turning to “restrictive practices 
lieates.” Sen. Murray asks 
anti-trust investigations of three 
separate issues: 

1. Contracts for the sale of 
features by syndicates to chain or 
other papers with which they are 
affiliated, which provide for ex- 
clusive distribution over a certain 
number of miles. 

2. Termination of contracts for 
feature sale to small papers pub- 
lished within the circulation area 
of larger ones which carry the 
features. 

3. Possible misuse of copy-| 


“Were this situation to become |rights in connection with the op-| 


‘sufficiently widespread and un-/eration of feature syndicates. 


economic, other business might 


| well begin to ask for either com- 


They ¢ 
and the City of Washing- 
ton... twin aspects of the: 


same thought—like Hemp- 
stead Town and the Nassau 
Daily Review-Star . 


Just as Washington is the 
top political spot in the 
nation, Hempstead Town 
is the top High-Spot City 
in New York State*—of- 
fering you top sales oppor- 
tunities among the most 
buy-able people (highest 
per capita income and re- 
tail sales) of the state’s 
major markets. 


While fostering the de- 
velopment of the Hemp- 
stead Town market for 
more than 25 years, the 
Nassau Daily Review-Star 
has always improved, re- 
fined its own product for 
greater service to readers 
and advertisers. Latest 
move is a sweeping re- 
styling of the paper by 


Gilbert Farrar, famed for | 


his re-design of many of 


the country’s leading news- | 


papers. 


Hempstead Town, top result market 
in New York State, continues to lead 
the state’s High-Spot Cities. February 
forecast: 195% retail sales gain over 
February 1939... 25.5% higher than 
the national rate of gain. Dollar vol- 
ume for February $24,500,000. 


THEY GO 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5c « 
copy @ Hempstead Town, L. L, N. Y. 


e Executive Offices: Rockville Centre, 


N. Y. @ National Representatives: 
Lorenzen & Tompson, Inc. @ New 
York, Chicago, St. Louis, San Fran- 
cisco, Los Angeles, Detroit, Cincinnati, 
Kansas City, Atlanta. 


Why, the Capitol | petition or rate regulation.” 


Will Watch Network 
| The report recognizes that small | 
| papers rely on local merchants for 
|advertising support. To stimulate | 
‘this source of revenue, Sen. Mur- | 
ray proposes that the Department | 
of Commerce field representatives | 
consider a_ service program to 
build more and better advertising 
by retailers. 

The committee sees the National 
Newspaper Advertising Network 
as a development to “bear watch- 
ing.” 

“Such networks, formed pri- 
marily to fight radio competition, 
might in time come to represent 


_privately monopolized or highly 
|cartelized press cannot remain 


| 


Hits at Republicans 


| The report reflects the re- 
|tiring chairman’s bitterness over 
the refusal of Republican com- 
|mittee members to participate in 
public hearings on the subject be- 
fore Sen. Murray’s chairmanship 
expired. 

“One disturbing thing about the 
future of the competitive press is 
the sanguine attitude apparently 
gaining currency in the news- 
paper trade associations and the 
trade press,” he wrote. 

Repeatedly, the report warns 
that “the whole economic history 
of America demonstrates that a 


free of government regulation for 
long. 


a serious competitive threat to the 


| well as small papers. 
“No competing papers are 
cluded in the network. 


} 


prevailed upon to buy the whole 
network exclusively, it will de- 
prive the competing papers in 
those cities of any chance to fight 
for the advertising.” 

The committee suggested that 
special discounts and rate differ- 
‘entials which are offered to net- 
work advertisers might conflict 
with the Robinson-Patman Act. 


Wants Mail Study 


The report calls for “an ex- 
tended study” of second class mail 
rates to determine whether they 
are carrying out the mandate of 
Congress “to encourage the diffu- 
sion of knowledge.” 
must have more revenue from 
second class mail,” it says, “it 
|should come from those who have 
grown the most as a result of its 
|benefits—the largest users, who 
}are also more able to pay.” 
| A high point of the report is 
|'a special compilation of second 


class mail traffic, listing 15 na-!| 


tional magazines which send be- 
|tween a fourth and a third of the 
;second class mail poundage. 

| According to the committee’s 
|calculations, the Post Office De- 
|partment receives less than $10,- 
/000,000 a year from these pub- 
‘lications, losing $30,000,000 in 
|handling them. 


Loss Called Too Much 
| “Assuming that Congress is 
willing to continue this historical 
American policy of underwriting 
some loss on this class of mail, 
the issue becomes one of deter- 


mining how much of a loss is to) 


be permitted to publications of 
various sizes and degrees of pros- 
perity,”” Sen. Murray says. 

In eliminating the second class 
deficit, Sen. Murray cautions that 
the new rate must not drive large 
publishers out of the mails, or 
deprive rural or remote readers of 
access to publications of giant 
companies. 

Moreover, the new rates should 
aid “new and small ventures.” 
One suggestion proposes a free 
rate for the first 15,000 of any 
publication regardless of sponsor- 
ship or destination. A free rate 
for 50,000 copies of new publica- 
tions for the first three years of 


‘national advertising revenues of | which should be leaders in the 


_many large and medium sized as gent against the trends toward 


. |eoncentration, are curiously un- 
M-|concerned about them, strangely 


|cold to even the study of the sub- 
“If a national advertiser can be ls. d 


“If the Post Office Department | 


“Yet these private agencies 


ject by Congress.” 
Wants Ownership Studied 


“It is naive to believe that com- 
/mon carrier status would neces- 
sarily violate the first amend- 
ment,” the report declares. “It 
would be equally naive for be- 
| lievers in a free press to look for- 
ward to such status with any- 
thing but repugnance.” 

| To make sure that its actions 
‘foster “the kind of economic and 
| political diversity in which we all 
| believe,” Congress will need a 
|systematic annual report dealing 
|with the concentration of media 
| ownership, Sen. Murray believes. 
The study, to be compiled by 
\FTC from statements submitted 
to the Post Office, would stress 
| (1) “the extent of horizontal con- 
| centration in these industries”— 
ithe stringing together of papers 
‘under one ownership and radio 
| stations under one network; (2) 
| “the extent of vertical combina- 
| tions’—the extent of the interests 
of some newspapers and period- 
icals in forests, newsprint mills, 
|shipping facilities; (3) “the extent 
,of cross channel combinations’— 
|the extent of interest of papers 
‘in radio stations, facsimile, fea- 
| ture syndicates, book publishing 
| houses. 

| Would Study Ad Revenue 

| To round out its monopoly re- 
;port, FTC would estimate “the | 
|concentration in control and dis- | 
jtribution of advertising revenue | 
‘which makes the profitable sur- | 
|vival of small papers, magazines | 
j}and stations possible.” 

Hitting squarely at the disap- | 
pearance of the “open market” in | 
paper, the report says: “One great 
threat to the survival of the Amer- 
ican free press is the vise - like 
grip of monopoly - big - business 
newsprint manufacturers upon 
15,000 small newspaper publishers 
of the country. 

“During the war the price of 
newsprint was fixed by OPA. The 
supplies available were carefully 
doled out to every daily or weekly 
regardless of how large or how 
small. With the end of controls 
in the fall of 1946, the small 
papers’ problems really began. 

“Their supply of paper is cut 
to a mere trickle, some .are| 


Advertising Age, February 10), \9, 


threatened with no more paper, ! business cannot be countenanceg 
others cannot expand to become In its efforts to get a “fair an 
solvent businesses. Yet the big | proportionate share of newsprin; 
city dailies buy paper mills, or| or small papers, the report dely, 
enter into favorable long-term | nto the history of the newsprin 
contracts giving them competitive | nanufacturing industry  throyg) 
advantages which drive the|three anti-trust investigations F 
smaller papers to the wall.” |30 years. 


| Referring to an anti-trust s 


(2) 


Scores Giant Dailies 

At the moment, it is a matter | 
squarely in the hands of the large 
newsprint mills, the various pub- 
lishers’ associations, and the giant 
daily papers, the report says. “A | 
situation in which large papers| | 
are permitted to grow apace and 
small ones are denied enough | 
paper to take care of available | 
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® LOOK-—Expensive and Luxurious “ 
@ FEEL—Like Real Leather tok 
® WEAR—Excellently on 

®@ COST—Comparatively Little 


equipped with the NEW, LARGER 1” SWING-O-RING 


large 
long 


Beaverite binders are made to your order in several colors. Pr 
Write for descriptive folder. terlo 

tiony 

year 


Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artific 
Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 


WHITERHALL 
ay 
ny IMPOSING group of, suecessful advertising executives 
and advertising agencies find this alucky number. It en- 
ables them to usea service consisting ofad-setting, engraving, 
and printing—all updér one roof. Specially trained men are 
always on their to€éstd Serve you so well that you will come 
back again. We-canfighten your biurdensSand at the same 


time produce better and more proiitable\vrihting for you— 
at a saving of timeytroy veand: nigney, Phone Whitehall 2300 


FAITHOR 


CORPORATIO 


AD-SETTING + ENGRAVING + PRINTI N 
400 N. RUSH STREET, CHICAGO 11 « WHITEHALL 
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t 59 
in enanced , ‘ 
es. . oS tinction of the newspaper enter-* : a) | oge ‘ 
2 “tov afi Senate Report on Magazine Mailings prises the nation” “Sports Afield,’ Field | Pacific Four A's Elects 
newsprint Siaieaham ‘tumtnied Maan & Stream Figures Wrong | Warren E. Kraft, vice-president ; 
‘eport delvg Pounds, of total at po olde Percent . ° Fi _ d tisi linage f and manager of Honig Cooper he 
ie Newsprin ‘Months Ending June 30, 1946 zonerates at pound class pound of total National Comics Sets igures on advertising linage lor| Company, Los Angeles, has been Be 
ry throust rates rates $532 110 Ad Vol January issues of Field & Stream | elected chairman of the Pacific ae 
tigatio, » ne 2 ee eee 123,889,752 36.64 $2,496,291.57 30.51 ’ volume and Sports Afield which appeared|Coyncil of American Association ee 
stigations j otal, second class at pound rates...... 337,099,717 100.00 8,154,431.00 100.00 National Comics Group, New | in the Jan. 20 issue of ADVERTISING | of Advertising Agencies. Members “a 
" "ows -Colltee Publishing Co.: ep aes abeseones 2 og | York, whose 1946 a vol- AGE were both incorrect, owing to| elected to the board of governors a 
trust studf ‘\inerican Magazine ................ 2,738,782 “181 «iBT, 930.56 “.71 |ume was included in a tabulation|errors made by the publications|jnclude: Charles Ferguson and i 
W man's Heme Companion eeseceeecis 4,563,334 1.35 78,644.89 .96|of magazines, farm publications | in reporting their linage. AA lin- | L. C. Cole of San 5 ee ans 
a gig > ae 22,989,179 6.82 393,010.56 ;s2 |and_ newspaper groups measured |age tabulations are based on re-| Charles Devlin, Portland, Ore., and 
ECIALIST. Ladies’ Home Journal...........-+-+ 9,462,127 2.80 161,400.30 1.93 |by Leading National Advertisers, | ports received direct from pub- | Burt Oliver, Los Angeles. 
Fi Hearst Magazines, Inc.: ai a, ails a Inc., (AA, Feb. 3), reports that the | lishers. 
TOGRAPHIC Commenetitas  --- Sete altel cae ches 5,903,576 a Pee a dollar volume for its two units| The Field & Stream figure for i 
OCESS yecall Py -ncosw oe eal aaa eae : a a sie a ~ jamounted to $532,110. January, which was given as 18,- = 
IZE; ANY STYLE, ay ee Serre ee er cree ere 1,750,288 52 36,295.15 45 The monthly unit carried a total | 720 lines, should have been cor- roe: 
— STANDARD RL, Ed hn ae had a Othe o:3: waa alte BS ai koe ace 4,390,885 1.30 83,425.48 1.02 | of 91 pages of advertising, Na- | rectly given as 18,005 lines, the ae 
= JS OA ee pees See ae! 6,829,569 2.03 149,049.72 1.83 | tional Comics says, with the bi- | difference resulting from errone- aa 
Ries Mes Cee Ldn S oe aates veh es 35,099,215 10.41 854,590.17 10.48 |monthly unit accounting for 52) ous inclusion of house advertising. fe 
american Home ..........-+++.s+0+555 grit ae orishas >. | Pages. Volume is figured at the |The Sports Afield figure, given as a6 
PihertVW cccedcesecsescessccscsseseveesevss oO, », « ‘ 90,020.2 « . | . 
pci aR ACES ANIC DAs 5 Rin dues Ghats ats 2,372,509 .70 52,198.92 64 | one-time rate. | 18,488 lines, should have been cor- ia 
eat MEM Po. Anis ieksensanseredes 6,148,192 1.82 92,223.32 1.13 | emneniasengi rectly given as 18,278 lines, the fh 
; . Joins Newsweek difference resulting from an er- 
LOSSES—According to the Senate small business committee, the Post Office lost ‘ roneous inclusion of extra lines 
: ® $30,000,000 in fiscal 1945 carrying ‘'non-newspaper" publications. Daily newspapers Richard D. Mathewson, for 12 for bleed advertising. 
were charged with a $40,000,000 “‘loss," other papers with $17,000,000. Though — eres Pe we : | dabeiietinzienin 
: 25,000 publications have second class privileges, the committee found the 15 ama Circulation director of) . 
—s "giants" provided 36.6% of the poundage. Publishers reply that number of units | Scholastic Publications, New York, | NAEA to Meet in July ‘ 
- mailed rather than poundage is a more proper standard for allotting costs. | has joined Newsweek as manager| The mid-year conference of the . 
_ of its six international editions. | Newspaper Advertising Executives es 
. ; . re : During the war Mr. Mathewson | Association will be held at the i 
7 , of the industry conducted by FTC |in news publication which threat-| was on leave for three years with) Mark Hopkins Hotel, San Fran- 
: in 1939, the report suggests that|ens the doom and possible ex-! OWI. ‘cisco, July 7-10. 
OEE... legislation might be needed 
Seem io deal with zone pricing and other 
agreements which newsprint man- é . as 
ufacturers use under protection of aes a, es 


Canadian law. 
+ PP tast week, Sen, Murray forced MAKE IT FIRST ON YOUR 1947 SCHEDULES: 
release of the long-suppressed FTC * 


study, which demonstrates how 


five companies control half of ‘ 
North America’s newsprint. The . | 
report was immediately taken up | . 


by the Senate judiciary’s monop- 
oly subcommittee, which is con- 


sidering a full-dress study of the | 
paper situation. 
Accused of Price Setting 
The report shows that the price 


of newsprint for part or all of 


the United States is set at private IN RETAIL GROCERY ADV is 
meetings in Canada, outside the 
jurisdiction of the Department of 


-O-RINGB justice. . va 
) pent the activities it describes AMONG ALL METROPOLITAN cITY* NEWSPAPERS | 


are: 
The growing number of pub- eS ; Py 
Teal ienias cea he : Consumer acceptance and dealer support are the rec - 
newsprint mills. ““ key words, and in Washington, D. C., you get both . ) 
Basses Ps ncyggr Agger - when you advertise in The Washington Post: 
long periods and remove most of [i] The Post carries more retail grocery Six Additional Reasons Why 
- newsprint from the open mar- advertising than any other Washington The Washington Post Is a 
Kel, 
colors. Price agreements in which in- newspaper. . Bs, 
terlocking contracts make the na- [2] This Post leadership over a three-year Important to National oe 
tionwide price of newsprint from ; s d 7 
year to year uniform and de- period has established the Friday morn- Grocery Advertisers 
pendent on the price quoted by ing Washington Post as the grocery 
_ hr —e Fe mneeeyS market place for Washington house- 1. Brand Survey is 
ominant firms. : 
wives. 2. Grocery Route List 
Asks RFC Loans : 
a aa Sek he canted en [3] Dealers are more interested in the 3. Market Data Book 
O ° . 
operating costs that men taken paper they use themselves. The Post 4. Trading Area Data Study 
root in the publishing industry, had 37 retail grocery advertisers in 5. More Dealer Ad Tie-Ups 
the committee hopes to arrange aieiiad = 
for publishers to participate in ae rig 4 7 pam snatioe 6. Merchandising Support 
RFC loans. It has asked the Na- se oe e Fost. 
ova R -vpe of eres to The combination of Washington’s greater buying The Post knows the Washing- 
OK into new  oltse rinting , ’ ‘ bi 
leecguain. ‘sind Pigs Dg radio, | power and The Washington Post’s dominance as the ton market best and can best gi 
which may result in “a revolution | grocers’ advertising medium has made The Post first assist you to sell, 
— among all metropolitan city* mewspapers in retail a 
- wen grocery linage for 1946. = 
yt \ Washington and The Washington Post belong at - 
xecutives B wiht enter ygseRs! the top of your 1947 schedule. The rate is 43c a line. a 
nber. It en- THE cowl oan : 
P re ste : ‘' 
mngraving, of consume more, a Washington Post BRAND SURVEY Now Available 
nterm re , 1s- a4 ‘2 
d “a are ee “—- ne wine nem! : 
i me ort s ° is 
— Pe so me? otconte® ge ; The 1946 brand survey of The Washington Post " 
inte ° . 
| the same convene ent user’ ant com ' —now available—shows the percentage of Washing- 
e ° 
| for you— to Oe . on Never 9 ' ton consumers buying each brand of 58 types of 
ro * & 
tehall 2300 ‘et — we grocery products. Baked goods, breakfast foods, condi- 
pra rneltey m contest, ments, dairy products, meats, soaps—the whole story 
ce your Mth Us Fe of consumer purchases is ready for your information 
co veto nsul rive TYP 7 y 
wey ° or age oor To get a copy of this 72-page brand survey, write Jack 
wee g servi’ umer “ sacks, national advertising manager, The Washington 
et e se roset Post, Washington 4, D. C., or call a Washington Post 
® side cory representative. 
L0s ANGELES 
| - ~ MEDIA RECORDS 1946—Cities over 500,000 population. 
) = 
+ + “Ae - Represented by: Osborn, Scolaro, “Meeker & Co, George D. Close, Inc. (Pacific Coast), Metropolitan Sunday Newspapers 
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Heels, Hides, Honshu, iene ms conan OTE A Smith, Barney & Co. 12 
For Sale: Investment service Albert Fronk-Guenther Law, Inc. 
How Many Saturday Nights in Your Business? . - - Monsanto Chemical Company 18b 
Gordner Advertising Co. 
20 


For Sale: Chemicals 


Wife as a Woman?..-+-* °°" " 


Do You Still Treat Your 
For Sole: Perfumes 


Willing, and Sell-Able 


For Sale: Designing, 


rs Was Mystified 


The Man From Ma 


For Sole: Industrial sites 


The Hole Story — Fast 


For Sale: Automatic grinder 


tona Stepladder to Keep Warm This Winter? 


Why Si 
For Sole: Air circulators 


Sales Were Lost at Home? 
ude testing 


How Many 
For Sale: Soles aptit 


The Match that H 
For Sale: Steel 


it Won't Be Too Long 


For Sale: Woter coolers 


ket Ship?. - - . Foote 


Planning on Building a Roc 
on equipment! 


ower transmissio 


For Sale: P 


random dozen of the 18 


Above ore @ 
NE" by @ 


“gne enough for FORTU 


Movie Advertis 


Hixso 


Ready, 
For Sole: Motion picture odvertising 
The Farm That Freezes All Summer!..---*** United Engineers & Constructors Inc. 41 
engineering ond construction services Gray & Rogers 
65 


Bryant Chuc 


_ The O.A. Sutton 


Bros. Gear & Mac 


6 headlines in February © 


dvertising’s best 


Parfums-Adrian 
Walter Weir, Inc. 


soe ne” 


ing Bureau 40 


n-O' Donnell Advertising, Inc 


_.. New Jersey Council 
United Advertising Agency 


king Grinder Co. 146 


Henry A. Loudon — Advertising 


Corporation 150 


Leche & Leche, Inc. 


_The Klein Institute 158 


bert & Jones Advertising 


burg Steel Corporation 177 
ton & Goold, Inc. 


Harris 
Wortman, Bor 


Cordley & Hayes 179 


y Advertising 


hine Corporation 189 
The buchen Company 


onsidered 


professionals. 


4 R 


hi co . 
gh advertising readership undoubtedly li 
es in 


the above equation. 


98.1% of its subscribers read FORTUN 
E 


And they spend an average of 3.1 


evenings doing it. 


H 
Ny p 


agement man during office hours 


— the reason advertisements in FORTUNE 

sell so well can be found in these headlin 

from the February issue—representative fj 

a long line of advertisements in ak 
pay te earned a reputation of their own 
. . e -” beautiful and effective adver- 
ising in U. S. publishing. 


* * * 


- FORTUNE 


WH 
ERE INDUSTRY’S BEST BUYERS 
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EET ADVERTISING’S BEST SELLERS 
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PHOTOGRAPHIC REVIEW 
THE WEE 


OF 


ms 
FRIGIDAIRE 


prea, © ees 


DEMONSTRATE FRIGIDAIRE'S POINTS — Two new full color, tri-dimensional 

cards for Frigidaire dealers are inspected by F. H. Peters, ad manager, and 

insco Williams, assistant ad manager of the Frigidaire division, Dayton. The 

card at the right, featuring the refrigerator, is constructed so that the door 

of the food compartment opens on a hinge to show the cooling coils. In the 

Meter-Miser card at the left, the man in the illustration holds an actual light 
bulb to demonstrate his economy story. 


LAUNCH AN IDEA—Initial broadcast of a unique radio series of Biblical story 
dramatizations called "The Greatest Story Ever Told" and sponsored by the 
Goodyear Tire & Rubber Co. over the ABC network (AA, Jan. 13) brought 
this group together Jan. 26 at ABC's studios in New York. Left to right: 
L. E. Judd, Goodyear public relations director; Mark Woods, president of 
ABC; J. K. Hough, advertising director of Goodyear, and Sam Fuson, vice- 
president of Kudner Agency, Inc., which handles the program. 


“World champ’ 
of the milkmaids 


OWENS-ILLINOIS 
POWER INSULATORS 


Owens Ptingis Blox, Compony, Maminemy Division, Muncie, lndiona 


DEBUT—With this non-technical copy, 
the Hemingray division of Owens-illi- 
nois Glass Company breaks the first 
advertising campaign of its 99 years. 
Hemingray manufactures glass com- 
munications and electrical insulators at 
Muncie, Ind. The campaign will run 
for Il months in technical papers 
through Brooke, Smith, French & Dor- 
rance, New York. 


FOUR-MINUTE STORY —The Auto- 
Lite Battery Corp., Niagara Falls, an 
Electric Auto-Lite subsidiary, is pro- 
moting its new Sta-Ful battery with this 
4x7” leather billfold-type "sales pac," 
which enables wholesalers’ salesmen to 
tell the story of the "'fill-three-times-a- 
year" car battery in exactly four min- 
utes. Colorful acetate pages show 
breakdown views of the unit; delivery 
and comparison check pads are in front. 


61 
EL Wake YOUr Wars 
glow yt) color with... 
qi Purpose Riy 
All Purpose | 
= 
Seg hs * 
C AT = 
i : at) 


RIT EXPERIMENT—Rit Products Corp., Chicago, adds a new angle to its color 
copy for All Purpose Rit (fabric dye) in magazines by using facing bleed half- 
pages, with fashion copy in one ad and home decoration copy in the other. 
Last year, shortly after it was taken over by Best Foods, New York, Rit experi- 
mented with a series of four-color pages with copy exclusively on the fashion 
angle. Each ad: in the new series carries a coupon offering a booklet. The 
campaign is running in Ladies’ Home Journal, Mademoiselle, McCall's, Photo- 
play, Vogue Pattern Book, and Woman's Day. Earle Ludgin & Co., Chicago, 
is the agency. 


DEMONSTRATES BUSINESS PROGRAM—John R. Christie, vice-president of 

the Los Angeles Adclub, and Janet Child, coordinator of the Tucson Adclub, 

look on as George Weber, partner in Mac Wilkins, Cole & Weber, Seattle, and 

chairman of the Advertising Association of the West's advancement of business 

committee, shows some examples of how advertising can help explain industry 
operation to the public. 


COLUMBUS KICK-OFF—A 24-sheet poster formed the back-drop for the 
speakers’ table at a recent meeting of the Advertising Club of the Columbus, 
O., Chamber of Commerce, inaugurating the club's public relations campaign, 
part of AFA's national program on behalf of advertising. Left to right, admir- 


20TH FOR 9 AT '21'—George M. Burbach (standing), general manager of KSD, St. Louis, addresses a recent ‘dinner gath- 

tring at the 21 Club, New York, at which National Broadcasting Co. honored nine stations affiliated with the network for 

20 years. Seated, left to right, are Frank E. Mullen, NBC executive vice-president; Paul W. Morency, vice-president and 

general manager of WTIC, Hartford, and new chairman of the NBC stations’ planning and advisory committee; Niles 
Trammell, NBC president, and William S. Hedges, NBC vice-president. 


ing the job, are Gough Palmer, ad director of the Columbus Citizen and chair- 

man of the club's public relations committee; Franklin J. Cornwell, ad director, 

Brown Shoe Co., St. Louis, and AFA director, who spoke at the meeting, and 

Grover Waldren, Columbus Outdoor Advertising Co., chairman of the local 
outdoor portion of the campaign, who prepared the poster. 
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ANAN Won't Reply « 


foRayMcKinney | | FISSION 
and Senate Charges) : 


(Continued from Page 1) 


help newspapers in their fight 
against other media. In several 


I am a newspaper representa- 
tive. Lam my own spokesman. 


FUSION & 


Some Thoughts on ‘Newspaper Networks’ 


Newspapers offer the advertiser 
the chance to buy as much or as 


daily newspaper, its unadulterated 
provincialism, its wholly local 


character, repudiate the claim of 
one, universal market. National 
media support the opposite view. 
Shall we adopt their methods? 


This is the first vital issue. 


“Basic” and “Supplementary” 
The ANAN plan divides partici- 


pating newspapers into two classi- 
fications, “basic” and “supplemen- 
This definition creates the 
second vital issue. This is not 
merely an unhappy 
words, for if we project the idea | 
beyond the proposed 217 “basic” 
and “associate” members, there are 
left hundreds of other newspapers 
that do not qualify for cither cate- 


gory. 


choice 


cities, such as Boston New York R This is my own story. little advertising impact, in mar- 
° ° ‘ kets of his own choice, with com- I deny there exists any such dis- 
and Philadelphia, he added com- The American Newspaper Ad- plete freedom to shape the design tinction among newspapers as the 
pe ° 4 vertising Network has submitted, of his campaign, as his wants may terms “basic” and “supplementary” 
peting papers already are mem- yy or will, to 151 American news- justify. imply. Every newspaper is basic 
q papers their plan and invitation to the community it serves. This 
bers. to become ‘associate’ members There are many supporting argu- quality is inherent in all newspa- 


of their selective club. 1 am 
opposed to this plan and if you 
read on Vl tell you why. 
Whether the newly organized 
ANAN will succeed or may ulti- 
, mately fail, I do not intend to 
z debate. 
' 


Mr. McKinney’s complaint, said % 
Edward D. Madden, executive| 4 
vice - president, probably arose 
from the fear that the ANAN 


ments that illustrate the merits of 
radio networks, magazines, and 
newspapers as advertising media. 
Some are common to all. But there 
is one difference between “na- 
tional” media and “local” media 
that makes them as far apart ae 


pers. The strength of the news 
paper as an advertising medium 
rests on the indisputable fact that 
nothing excels it as a vehicle to 
reach its own people. How, then, 
can it be “supplementary”? 


What are we trying to do, arbi- 


There are two vital issues in this 


might grow so large that its mem- 


trarily divide the nation into 


Sf proposed plan that are obscured 
ber newspapers would not need) 7 np vme promotion: 
representatives. He pointed out! {| = snd expensive research. I would 

like to tell you what these two 


vital iseues are. 


that the representatives still get| ‘y 
commissions on business of adver- ( 


i 
: There are two avenues of ap- 
WA proach, in direct opposition to each 


There is an old Chinese 
proverb that says, “The 
longest journey starts 
with one step.” 


groups of good markets, pretty | 
good markets, and markets no 
good at all? Radio networks and 
magazines make no such distine- 
tions, yet they seem to do fairly 
wel. 


Togetherness 


tisers placed through ANAN. 


other, in interpreting sound ad- 
One is advo- 


Both statements were “per-| Qo cateity medi that are exchnivey 
sonal,” and did not represent; 4 tagasines and network radio: the 
. *, other by medi in ir- 
ANAN policy. ‘en paces ethene a po on hot 
Although no ANAN advertisers} 4 "rrr" 
h t b is, In the first instance, it is assertéd equal everywhere; 
ave ye een announced, Mr. | 2 that America is just one, vast mar- 


ket-place. In the second instance, level for all; 


, the assertion is that America is a 
P 


Madden expects six to be operat- 
ing by the end of February. 


market of many distinct and sepa- 
rate units. 


we 


National media urge the adver- 
tiser to buy, equilaterally, across 
the continent, markets of whatever 
kind and wherever situated and 
with that degree of penetration 


Named ABC News Editor | 


and opposition, 


es tLe er aR ty 


Robert Brown, until recently represented by the number of read- 
re ° . ers or the depth of the signal 
executive news editor in charge of | strength. 
radio for International News Serv-| {4 
ice and earlier with the NBC news| [isa = 
department, has joined American) “MAG#2era 


Broadcasting Company as news 
editor. He succeeds Michael Rosh- | 
kind, news editor since 1942, who! 
has been named manager of the| 
network’s special events division. | 


free competitive enterprise and 
managed economy. This is the first 
vital issue. The rigid pattern of 
national media, the fluid pattern 
of local media. I deny that Amer- 
ica is one uniform market-place; 
that distribution facilities are 


power and habits are at the same 


This concept of the American 
market newspapers have always 
opposed. The very things that give 
form and substance to the daily 
newspaper, the necessity to have a 


rl PIT GAT re Tn) ON OTe) tay ORS tek Ars ve dive 
Fen lRade te New os eck -& a 3 ! hie oe MBA Bory? dat ji 


NO NOD FOR NETWORKS—R. H. McKinney, newspaper representative, bought 
a full page in the Feb. | Editor & Publisher to express his opposition to news- 
paper networks. The ad marks the first public attack on the new newspaper 

selling method, and indicates possible future controversy. 


that customers, 
climate, gecupatiogs and competi- 
tion are identical throughout the 
nation; that advertising pressure 
should be uniform regardless of 
known variations in opportunity, 


My philosophy is the deep pene- 
tration of every market, large or 
small, across this broad land of 
ours. Business is where you find 
it and the search is made easier by 
the flexibility, adaptability, con- 
centration, and freedom of choice 
so essential to industry and avail- 
able only through the instrument 
of the daily newspaper. We must 
not abandon this concept. 


that buying 


But these things that are so clear 
to us are not always so apparent to 
others. They are ideas that have 
to be sold. To do so we need con- 
certed effort and united action. 
Fission or fusion, we have our 
choice. 


| 
R. H. McKinney 


New York City. 
January 29, 1947, 


i bi gin 


| 
| 


| 
Form Aloha Network | Aloha Broadcasting System, a net- 
Station KTOH, Island of Kauai; 


| work which will cover the Ha- 

waiian Islands. All the members 

Station KHON, Honolulu; Station | of the Aloha system will be affili- 

KMVI, Island of Maui, and the Big | ates of the Mutual and Don Lee 

Island Broadcasting Company of| networks. Three of the four sta- 

Hilo, which is an applicant for a|tions will commence cooperative 
1 kw station, have formed the | operations in March. 


YOU NEED THE EAGLE-TRIBUNE ON YOUR 
SCHEDULE 


|. It is the only daily newspaper devoted exclusively to Lawrence, 
Capital of the Woolen Worsted Textile Industry of America. 

2. Roger Babson predicts that 1947 Lawrence business volume will 
equal that of 1946—the biggest year in history—with a very good 
chance of surpassing it by at least 5%. 

3. Sales Management Survey 1946, estimated the Lawrence buying 
income at $90,480,000. 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 
Circulation over 35,000. 


Serving hundreds of national advertisers 


te EAGLE-TRIBUNE 


LAWRENCE, MASSACHUSETTS | 


WARO-GRIFGCITH CO. - NATIONAL REPRESENTATIVES 


Harry E. Phelps, 
V.P. of Needham, 
Dies in Phoenix 


PHOENIx—Harry E. Phelps, 70, 
vice-president of Needham, Louis 
& Brorby in Chicago, died Feb. 1 
in the home of a friend here. A 
pioneer advertiser, he is credited 
with first use of full-page four- 
color space for food products. 

Mr. Phelps first served in the 
advertising department of the 
United States Rubber Company 
and then with Bennet & Brown, 
newspaper advertising syndicate. 
In 1919 he became advertising 
manager of Kraft Cheese Com- 
pany, where he developed a na- 
tional ad program for Elkhorn 
cheese and originated many tech- 
niques of the profession. 

Later, in the ’20s he became an 
agency man, serving with Wil- 
liams & Cunningham, Brennan & 
Phelps and H. W. Kastor & Sons. 


He retired in 1929 but returned to 
the field in 1932 when he joined 


Needham, Louis & Brorby as vice- | 


president. 

— 
‘EDWARD AHRENS, 
'_PUBLISHER, DIES 


| New York—Edward H. Ahrens, | 


62, president and chairman of the 
board of Ahrens Publishing Com- 
|pany, died Feb. 1 at his home in|! 


Bronxville after a long illness. 


|'Hotel Management, Restaurant 
Management, Hotel World-Review 
and Travel America, in 1921. 

| He was formerly head of the 
/eastern office of the A. W. Shaw 
|Company, Chicago, then publisher 
|of System and Factory. 

He served as a director and past 
|president of Associated Business 
| Papers, and a director of the Na- 


| 


tional Publishers Association. Dur- | 


|ing the war he was on the paper 
j}advisory committee of the War 
Production Board. 


EARL McCOLLUM, 57, 
‘STAR’ HEAD, DIES 


Kansas City, Mo.—FEarl Mc- 
Collum, president of the Kansas 


City Star Company, publisher of 


| 


Mr. Ahrens established Ahrens | 
Publishing Company, publisher of | 


|the Kansas City Star, Times and| 


Flour Industry 


Weekly Kansas City Star, died at 


|his home here Tuesday of coro- 
|nary thrombosis. 


Mr. McCollum had served with 


the Star organization since he was 
| 15. 
| the late William R. Nelson, 
i\founder of the Star, 
| steadily thereafter. He became as- 


He was personal office boy of 
and rose 


sistant to the general manager in 


| 1928 and finally president in 1942, 
/succeeding the 
| Longan. 


late George B. 


ALLEN DE CASTRO 


SoutH Norwa.k, Conn.—Allen 


| John de Castro, 54, vice-president 
‘in charge of radio for the Joseph 
/Katz Company, New York adver- 
|tising agency, died Feb. 3 at his 
| home here. 


Mr. de Castro was formerly 


‘sales manager of the Columbia 
Broadcasting System’s Latin- 
| American network, and had also 
| been with the sales department of 
|the Blue Network (now American 
| Broadcasting Company). 


NELSON L. GREENE 


Cutcaco—Nelson L. Greene, 65, 
founder, editor and publisher of 
Educational Screen, died of a 


heart attack Jan. 30. Mr. Greene 
/came here from Albany in 1919 


and three years later founded the 
monthly, which is the official organ 


|of the department of visual in- 
struction, National Education As- 
| sociation. 


(CHARLES E. POTTER 


Toronto—Charles Edward Pot- 
ter, 82, a specialist in overseas 
trade promotion, died Jan. 29 at 
his home here. 
founder and first president of the 
Advertising and Sales Club of To- 
ronto. He retired in 1939. 


RICHARD T. ROBB 


Cuicaco—Richard T. Robb, 46, 
publisher and founder of Trailer 
Topics, died Jan. 31 after a lengthy 
illness. He founded the monthly 
publication 11 years ago. 


G. I. WILCOX 
SHERMAN, TEx.—G. I. Wilcox, 
74, publisher of the Sherman 


Daily Democrat from 1925 to 1945, 
died here Feb. 3 after a long ill- 
ness. 


Mr. Potter was a| 


Maps $2,500,000 
Two-Year Drive 


Cuicaco—The Millers’ Nationa) 
Federation, with a two-year $2. 
500,000 fund assured, will shortly 
launch an advertising and public 
relations campaign to boost U. § 
consumption of enriched white 
flour. 

Wheat flour milling companie; 
have made sufficient commitments 
to insure the first two years of a 
long-range program, Hermap 
Steen, Chicago, vice-president of 
the federation, announced last 
week. First advertising will be 
full-color copy in national maga- 
zines. Still undetermined is the 
complete media list, as well as the 
possible use of other media in the 
industry drive. 

More than 150 milling com- 
panies have pledged support of the 
program, with total commitments 
now well over the required 
amount, based on 1945 domestic 
flour production, to make mill 
promises effective, Mr. Steen said. 

J. C. Beaven, president of 
Standard Milling Company, Chi- 
cago, and chairman of the millers’ 
program committee, has called a 
special meeting of his group to 
discuss program details. 

National magazine copy, it is 
known, will stress that the new 
enriched wheat flour provides 
“modern food for modern living,” 
as well as the nutritional and 
health values, taste qualities and 
diet balances derived from bread 
products. 

J. Walter Thompson Company 
is the agency. 
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CLEVELAND’S CHIEF STATION has sold itself 
to the listeners in the great Cleveland Billion-area. 
WJW delivers more daytime dialers per dollar 


For its old advertisers . . 
For new advertisers...to make sales, to 
make more profit dollars... 


trade at CLEVELAND'S CHIEF STATION. 
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. this result has made 
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joo lectric Sign 


. 
ive fry Plans 
: nausiry Pian | 
‘'s’ Nationa) | 
O-year $2. 5 . 
will shortly f 
and Public ni orm ervice | 
boost U a nee oe | 
—— at 8 Cuicaco—The electric sign in- 
| a ystry, beginning to catch up on 
ae - huge backlog of orders, plans 
companie;: ae 
Pt. Sa , the months ahead to devote 
years a “ Bajor attention to developing a 
a, Herm “ Biform, nationwide service that 
resident a iJ] build greater confidence in 
unced jas plecttical advertising. — ; 
ng will be ey Problems of the industry in 
onal inne, chieving this goal were attacked 
ned is th, (gt the annual convention and first 
well as the xhibit of the National Electric 


tion Association here Feb. 3-5. 
\ssociation members decided not 
embark upon any joint adver- 


edia in the 


lling com- : : 
sport of the Mens OF public relations program 
mmitments (qp 2ttract national advertisers. In- 
‘equireg mead. they will continue to build 
5 domestic p the membership, especially sign 
make mil] @ompanies in the smaller com- 
Steen saiq punities, and will work toward 
esident of gpablishment of a satisfactory 
pany, Chi- ign service. ; 
the millers |} 12¢ Program is expected to 
1s called , #puild buyer confidence in elec- 
$ group to ical advertising, achieve a more 
" fective use of electric signs gen- 
sopy, it is Melly and stimulate a greater 
t the new @oume of sales to both national 
- provides 2d local advertisers as an eco- 
arn living,” Ppomical advertising medium. 
tional and § Uniform Agreement Urged 
lalities and ; 
from bread A recommended uniform agree- 
ent for sign maintenance was 
. Company iggested to members, following 


recent survey which disclosed 
onsiderable variation in their sign 
aintenance practices. The com- 
ittee, pointing out that it could 
ot legally recommend prices to 
e charged, urged members to de- 
ermine costs for each operation 
utlined and to set a price that 
ould yield a fair profit on each 
Db. 

The industry, forced to black 
ut during both world wars, has 
een plagued by cut-throat com- 
etition during hard times and a 
charge what the traffic will bear” 
ttitude during better times. Both 
practices hurt the industry and 
rove away dissatisfied and poten- 
lal customers. Restrictive legis- 
tion also has been a constant 
idustry problem, as well as wide 
ariations in materials and conse- 
uent trouble over repairs and 
laintenance. 


Advocates Standardization 


_—— 
Paul R. Fritsch, Goodyear Tire 
Rubber Company, Akron, sup- 
wt ej borted the move to standardize 


haintenance programs and prices 
0 dealers who employ electric 
lgns. Goodyear, he said, has 
irked with hundreds of sign 
ompanies which manufacture, in- 
lal and maintain signs. The 


ost of sign erection with its deal- 
‘sy he explained, and has adopted 
hine-point checkup system for 
sn maintenance. National ad-| 


ew frtisers, he indicated, will wel- 
es ome more standardized practices 
i Nd charges in erecting signs and 
= feping them in good working | 
rdey 

association was launched | 

elf ere in January, 1944, after pre-| 
ea. failures of industry members | 
lar nite on a long-range program | 
ustain it with an adequate 

ry. Sufficient funds are now 

de ble and the program is shap- | 
to Considerable progress has | 
to ly been made on standard- | 


1 of sign materials and sup-| 
such as transformers, fluor- 
t tubing colors, tolerance in 
tubing, etc. 


akes Kaufman a Partner 


Marx S. Kaufman has been made 
artner in Theodore A. Newhoff 
vertising Agency, Baltimore. 


‘ 


Last Minute News Flashes | 
RCA Sends Out First FM Sets 


New YorK—Radio Corporation of America has placed its first line 
| of FM receivers in distributors’ hands throughout the country. Of- 
fered in two console models, each in three finishes, ranging from 
$475 to $525, the sets have an unique feature: all controls—AM, FM, 
| shortwave, automatic phonograph—are mounted on a single unit which 
slides out of the cabinet on tracks. RCA also announced its television 
sets will be introduced Feb. 10 in St. Louis and within a few days in 
Detroit. Sets thus far are in six television markets. 


Pittsburgh Plate Glass to Use Dailies 

Cuicaco—Pittsburgh Plate Glass Company, which conducted a 
regional meeting for warehouse paint managers here Feb. 7 to outline 
the forthcoming program, plans to use newspapers on a large scale 
in 1947. Copy will run in 78 dailies, in all cities where Pittsburgh 
Plate has warehouses. Magazines also will be used. Maxon, Inc., 
Detroit, is the agency. 


Stock Products Plans New Campaign 

New YorK—Stock Products, Inc., Woodside, L. I., newly organized 
to distribute wines, cordials and brandies in U. S. for Europe’s famous 
Stock Distilleries, has appointed Shappe-Wilkes as its agency, and 
expects to break a business paper campaign next month, to be fol- 
lowed by a radio campaign and newspaper copy in cities where dis- 
tributors have been appointed. A national consumer advertising cam- 
paign is tentatively scheduled for next fall. 


P & G Launches Test for Shasta Cream Shampoo 

CAMBRIDGE, Mass.—Procter & Gamble is testing Shasta cream sham- 
poo in Pittsburgh, Denver and Columbus, O., using radio and Sunday 
newspaper supplements. P&G’s Dreft is now being distributed na- 
tionally, backed by daily newspapers, Sunday comics, network and 
spot radio and farm publications. Dancer-Fitzgerald-Sample, Chi- 
cago, is agency for both products. 


Ronson Starts Magazine Drive for Adonis Lighter 
Newark, N. J.—Ronson Art Metal Works has launched a magazine 
campaign for a new Adonis lighter. In stefling silver, the Adonis 
will cost $25, but the company expects to produce a chrome model 
shortly. Black-and-white pages will appear in Life, The New Yorker, 
and The Saturday Evening Post. In late March the company will 
start promoting table models, using color half-pages in Better Homes 
& Gardens and Good Housekeeping. Cecil & Presbrey is the agency. 


Squibb Resumes Institutional Copy in Magazines 

NEw YorK—E. R. Squibb & Sons is resuming institutional adver- 
tising in national magazines through Batten, Barton, Durstine & Os- 
born, after an absence of about six months. The series will stress 
Squibb’s contributions to the medical profession and mankind through 
its drug research. 


ATA Plans Transcribed Radio Show 


WASHINGTON—The Air Transport Association revealed Feb. 6 that 


The show will be placed direct. 
ATA advertising. 


Erwin, Wasey & Co. handles other 


Runs Test for Eversoft Hand Cream 

New YorK—Lehn & Fink Products Corporation is introducing Ever- 
soft hand cream in newspaper advertising in several test markets, 
through McCann-Erickson, Inc. 


| subscription revenue, added to the 
| prospective total of $75,000,000 ad- 
vertising revenue, would give the 
magazine a gross of around $100,- 
000,000, and would establish a new 
historical benchmark for the ad- 


‘Life’ Income of 
$100,000,000 Is 
Possible in ‘47 


New York — While students of 
magazine economics admitted that 
the leadership of Life in advertis- 
ing revenue last year was far less 
|than the published figures indi- 
'cated, because of the application 
of frequency discounts to the gross : 
rates, they also predicted that the |@t the behest of foes of its color 

| television proposals (AA, Feb. 3) 


| Time, Inc., magazine would prob- 3 
|ably be the first in history to reach | who requested that further field 


the future. 


CBS Tests Color Video 
Outside Manhattan 


it will take time on 200 radio stations for a daily transcribed program. | 


vertising and magazine industry of | 


Admits Defeat 
in Consolidated 
Grocers Case 


WASHINGTON — The FTC con- 
ceded Friday that a loophole in 
the Clayton Act prevented it from 
punishing Consolidated Grocers 
Corporation, Chicago, for tactics 
which enabled it to become the 
largest wholesale grocer in the 
United States. 

In closing the case, the commis- 
sion conceded that it was helpless 
to deal with mergers unless Con- 
gress corrects a flaw which en- 
ables a corporation to buy a com- 
petitor’s physical assets with im- 
punity. 

Nearly a year ago Consolidated 
was accused of acquiring the cap- 
ital stock of three major competi- 
tors in order to establish itself in 
a dominant position in several 
areas, particularly Chicago, Balti- 
|more and Canton, O. 


Got Title to Assets 


Since then Consolidated dis- 
posed of the stock in return for 
unconditional conveyance of all 
the assets of the three firms. Under 
a 1934 Supreme Court decision, 
FTC is powerless to force divesti- 
ture of assets acquired prior to a 
cease and desist order. 

Annually since 1929, FTC has 
warned Congress of the loophole 
that lawyers have found, in sec- 
tions 7 and 11 of the Clayton Act, 
which forbids corporations buy- 
ing their competitors’ capital 
stock but remains silent on their 
assets. 

The Kilgore bill to plug this gap 
was buried in the House rules 
committee last year. A similar bill 
lis already before the judiciary 
‘committee of the new Senate. This 
|bill is essential ‘‘to stop the con- 
‘stant and increasing concentration 
'of economic power,” FTC said. 
| As a result of its mergers, Con- 
|solidated Grocers has total assets 


| 


approximating $20,000,000, FTC 
‘estimates, and annual sales of 
,$100,000,000. It has a force of 


/1,000 salesmen soliciting business 
from 100,000 retail grocers, hotels, 
irestaurants and institutions. 


Berry's Action 
Ends Kansas City 
Newspaper Strike 


Kansas City, Mo.—Publication 
of the Kansas City Star and Times 


| 


! 


eet 


750,000,000 Sent 


Back to Customers 
in 46, Wood Says 


Cuicaco—Sears, Roebuck & Co. 
returned $250,000,000 in cash to 
its catalog customers in 1946 for 
orders that it could not fill, Rob- 
ert E. Wood, chairman of the 
board, disclosed here Wednesday. 
|This compares with $115,000,000 
returned in 1945. 

Speaking at a conference on 
distribution sponsored by the Chi- 
cago Association of Commerce and 
Industry, Gen. Wood pointed out 
that supply “is now beginning to 
catch up with demand, and by the 
end of 1947 I believe that supplies 
will be adequate in most lines.” 

Price resistance, already evident 
in luxury and women’s wear 
goods, will vary in other lines in 
direct ratio to the increase in 
costs, he said. An index of Sears 
catalog prices, between the fall 
of 1939 and spring last year, he 
revealed, shows price increases of 
61 to 126%. 


Some Prices Out of Line 


“Those with the greatest per- 
cent of increase,’ Gen. Wood as- 
serted, “will probably be the first 
to experience buying resistance 
this fall. It is only fair to take 
into consideration the decreased 
purchasing value of the dollar, but 
allowing for this, increases of 
126% are out of line.” 

He predicted that the expected 
over-all price decline and reap- 
pearance of a strong buyers’ mar- 
ket would be gradual and extend 
into 1948. There is “tremendous 
latent purchasing power in the 
people,” he added. 

Rosy prospects of 1947 business 
were also voiced at the meeting 
by spokesmen for several con- 
sumer and heavy goods industries. 

Oscar G. Mayer, president, Oscar 
G. Mayer & Co., meat packer, pre- 
dicted for this year the largest 
per capita consumption of meat 
since 1911. Prices of meat, he 
said, reached their peak in October 
and are expected to decline still 
further. 


Auto Demand Strong 


| The continued advertising be- 
|gun in 1940 by the American Meat 
|Institute is “now bearing fruit,” 
| Mr. Mayer asserted. The AMI ad 
‘budget is more than $2,000,000 a 
| year, he pointed out. 

Not enough automobiles can be 


Columbia Broadcasting System, | 


resumed Monday, ending a strike | produced this year to meet de- 
begun by carriers Jan. 17. Agree-| mand, Courtney Johnson, assistant 
ment was reached between Roy A. \to the chairman, Studebaker Cor- 
Roberts, managing editor of the poration, predicted. He said that 
Star, and George L. Berry, presi- |demand for automobiles is at least 
dent of the International Printing | 5,000,000 a year but that steel 
Pressmen and Assistants Union, | shortages will hold output to about 


almost fantastic total in 1947. 
Life’s new rates and guarantee 
of 5,200,000 circulation are ex- 
pected to develop a total advertis- 
ing billing for 1947 of close to 


$75,000,000, even without a great | 


increase 
pages run. 


color pages, goes into effect April 7. 
In addition, Life in 1946 lost 
considerable revenue due to pro- 


duction difficulties, as some union | 


plants handling four-color process 
work were the victims of slow- 
downs during the wage negotia- 


tions between the employers and | 


the typographical union last fall, 
with the result that many of these 
pages did not appear as scheduled. 

Life’s subscription revenue may 
also hit a new high of $30,000,000 
in 1947. The subscription price, 
$5.50 annually, averages nearer 


$4.50 or $5 because of renewals |! 


and long-term subscriptions, Life 
executives say. However, total 


in the total number of | 
The new page rate of | 
$15,225, with $22,000 for four-| 


| tests be made in New York’s out- 


codyear sign division splits the|@ gross revenue of $100,000,000.| jying. areas, demonstrated CBS 
|They expect Life to achieve this} color reception last week in the 


| Bronxville, N. Y., home of Demp- 
| ster McIntosh, president of the in- 
| ternational division of Philco Cor- 
| poration. 
| DuMont, Radio Corporation of 
| America and Philco representa- 
which 
|'were to be carried later in the 
week to Yonkers, Nyack, New- 
burgh and other localities at vary- 
ing distances from Manhattan. 
FCC will resume its color tele- 
| vision hearings in Washington Feb. 
10 with Dr. Allen B. DuMont, 
head of the DuMont Laboratories, 
scheduled to lead off a showdown 
| parade of witnesses. 


|tives witnessed the tests, 


‘Ford Promotes McGinnis 


Ford Motor Company, Dearborn, 
Mich., has promoted Frank J. Mc- 
Ginnis from Ford car advertising 
manager to director of sales pro- 
motion. Before joining the Ford 
organization a year ago, he was 
with Campbell - Ewald Company. 
No successor has been named to 
succeed Mr. McGinnis as adver- 
tising manager. 


with which the striking carriers 
are affiliated. 

A study of the legal status of 
the carriers will be made. The 
carriers contended they are em- 
ployes, and had struck for recog- 
nition, while the newspapers in- 
sisted that under Missouri law 
they are independent contractors. 
The agreement, reached at Press- 
men’s Home, Tenn., provides that 
the carriers will deliver papers 
until the study is completed. 


CHICAGO STRIKE OFF 

Cuicaco—Threat of a strike pre- 
venting normal distribution of 
newspapers here ended early last 
week with agreement by Chicago 
dailies and members of the local 
mailers’ union, an ITU affiliate, on 
wage increases. 

The weekly pay increase—$11.50 
for day workers and $13.50 for 
night mailers—brings day wages 
to $70.50 for a 37%-hour week 
(against the previous 40-hour 
week) and nighttime wages to 
$76.50 for a new 36%-hour week. 


4,000,000 in 1947. 


Prices of autos, while 50% 
|higher than in 1941, are not “out 
|of line,’ Mr. Johnson declared, 


| because lower income groups have 
'had 50% or more increase in in- 
|come and two-thirds of the auto- 
|motive market lies in this income 
| area. 


‘Three Name Wendland 


| Harry J. Wendland Advertising 
| Agency, Los Angeles, has been ap- 
pointed to handle the national ad- 


ivertising of Advance Electric & 
Relay Company; Mission Appli- 
ance Corporation, maker of wate: 
heaters, and Newhouse Company, 
maker of dry cleaning equipment 


specialties. 


Hudnut Boosts Noto 


Hudnut Sales Company, New 
York, has appointed Arthur Noto 
sales manager of the department 
store division, succeeding Dar 
Sterling, who recently resigned to 
join Northam Warren Corpora- 
tion. Mr. Noto has been assistant 


sales manager of Hudnut. 
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Want your Product 


in the Worlds Busiest Window 7 


The more people who see your 
product...the more will buy it! 


In 1947, your product — and the ad- 
vertising message that sells it — must 
appear where it reaches the most cus- 
tomers. With competition sharper, 
consumer resistance stronger, your 
advertising dollar must buy more than 
ever before! 


Super-Showcase for Big Business 


In Puck—The Comic Weekly, many 
of the nation’s leading advertisers have 
found the world’s best showcase for 
their products. Soups or soaps, inks or 
drinks, hair tonics or toothpastes, Puck 
has given them results unmatched by 
any other national publication! 


For each ad not only gets more 
readership in Puck, it gets more re- 
ceptive readership. Puck’s great comic 
characters are so well loved by more 
than 7,000,000 families that they ac- 
cept them as part of their lives. And 


these characters, more popular than 
many stars of stage, screen, or radio, 
are the continuous all-star cast of 
Puck, the only national comic weekly. 


A Three-Dimensional Market 
for Your Money! 

Four out of five adults, and almost 
100% of the young people in America, 
are devoted readers of the comics. 
Puck thus presents you with a three- 
fold market of 20,000,000 people: to- 
day’s adult customers, the youth who 
influence today’s purchases, and the 
buyers of tomorrow. 


Puck — The Comic Weekly is dis- 
tributed with 15 great Sunday news- 
papers. It circulates through the most 
strategic sales areas. In these areas 
are a total of 25,000,000 consuming 
members of families who can be 
reached most effectively through Puck. 


In 1947, put your product in Puck 
... the world’s busiest window! 


The Only NATIONAL Comic Weekly—A Hearst Publication 
959 Eighth Avenue, New York 19, N. Y. + Hearst Building, Chicago 6, Ill. 


More Customers 
Fer Dollar in Fuck! 


PUCK DELIVERS NOT A LITTLE MORE, 
BUT A WHOLE LOT MORE READERS FOR YOUR 
DOLLAR! IN FACT: 


150% to 174% More Readers 


Figures compiled by Daniel Starch & 
Staff prove: Puck delivered 150% to 179% 
more readers, men and women, in the 
classification All Advertising than Life, 
Saturday Evening Post, and Collier's! 


Case 4...Household Electrical Equipment 


Two ads in 7 magazines cost $100,360. 
Puck’s share of that cost was 19%. Yet 
Puck delivered 40% of the readers (Seen- 
Associated) and 49% of the Read Most! 


overs} | ormers| | oTHeRs 
PUCK 
PUCK 
COST READERS READERS 


(SEEN-ASSOCIATED) {READ MOST) 
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